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NATIONAL VOICE TRADE 


Kedettes 


a whole ctoh of 
beauties te shath 


Yous SUMMECN sales! 


Yes—bright as berries—the 
colors. Refreshing to the 
eye—to your counters—to 
your sales quotas! 

Kedettes—the washable 
play shoes every gal loves, 
are again your most “‘alive”’ 
line of casuals. 


Retail 3.95 to 5.95 


Sizes 3 to 10 , 


/ 


“Kedlles 


THE WASHABLE CASUALS 


STATES 
A RUBBER 
Re fF erase Ttsree, peti . 


COM Pany 
Serving Throegh Science 


4-color Advertising in LIFE 
Magazine sets off the National 
Advertising Campaign of Lively 
Pages to Keep your customers 
“KEDETTES CONSCIOUS” 


@ UNITED STATES RUBBER COMPANY = Serving Through Science 














BETTER 


CALFSKIN 








- pidemiiin ‘: = | 4 . sek. } - 
A smartly conceived envelope-bow pump with glove- 
like fitting qualities. Square toe... 17/8" heel... 


last 715. 


TANDRITE CALF #572 BROWN 


MAKES BETTER CRAFTSMEN: -: Even the most skilled and 








E. HUBSCHMAN 
& SONS. INC... 


PHILADELPHIA 








experienced shoe craftsman feels 
more confident with Tandrite Calf. 
Naturally so, for Tandrite possesses 
Quality that gives assurance... Color 
that stays true... Luster that richly 
reflects beauty ... Durability that 


adds extra value. 


Tandrite Cal 


eeeeoeeen 















































(and SELL) the 





Carriage Trad,’ 


with 
4 SHOES 


FOR 
CHILDREN 





This season . . . more than ever before . . . quality counts 
point by point on your sales-curve! And quality is the mid- 
dle name of Vitality Shoes for Children. Every pair is made 
to the highest standards of materials and construction, and 
designed to fit snugly. Mothers know, from experience and 
from the distinctive national ads in Parents’ and Good 
Housekeeping, that Vitality Shoes for Children mean 





“‘more-for-their-money.’’ The quality . . . value. . . and 
iii alin ““‘twice-as-smart’’ styling of Vitality Shoes for Children 
to Size means you'll reaily Stop (and sell) the ‘“Carriage Trade”’! 


Also Vitality Vitapoise Feature Shoes for Children 







Designed over a special last and 
with an inside heel wedge to keep 
feet treading straight and encour- 
age correct posture. 


DISPLAY THESE SEALS 
— THEY SELL FOR YOU! 





DANDEE 






Vitapoise 
Feature 


yet 08 4 Siruas 
mie o 
‘S" Guaranteed by > 
Good Housekeeping 
© ey .) 





45 apyrareste HATS 
Made ty Americas Largest Shoemakers 
VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MO. 





Vol. CXXXV, No. 11, BOOT AND SHOE RECORDER, published semi-monthly by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. 
Entered as second class matter June 5, 1943, at the Post Office, Philadelphi2, under Act of March 3, 1879. Subscription price $3.00 per year. Printed 
in U. S. A. (Canadian rate $3.50 per year.) 


May |, 1949 














Wrinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 








BUILD COMFORT AND SALES WITH *CELASTIC! 


For over twenty years Celastic box toes have brought positive 


toe comfort to men, women and children. The assurance that 





toe linings are permanently secure . . . in one style or one hun- met Se 
dred . . . in one shoe or one million, is the Celastic contribution Box TOE S 

' a . . . m 
to toe comfort. Good will and consumer satisfaction accumu UNITED SHOE MACHINERY 
lated by year after year of Celastic performance prove that it’s CORPORATION 


good business to provide your customers with the best. BOSTON, MASSACHUSETTS 
*CELASTIC” is a registered trade-mark of the Celastic Corporation 
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SUEDE AT 
ITS BEST 


THE BEST 
COLORS 





TAN-ART 
SUEDE KID 


TAN-ART CO., INC. 
Gloversville, N. Y. 


G. LEVOR & CO., INC. 


Tanners since 1876 








They just can’t take it! 
Genuine reptiles are usually bark- 
tanned and are quickly and perma- 


nently discelered by steam. 

\ 
De net attempt te steam-soften 
thermoplastic bex tees in rep- 
tile uppers. Get your Beckwith 
agent’s recommendation in 
advance of cutting uppers. 
Depending upen which prac- 


tice your conditions best faver. 


\ 
\ he ean either supply you -_ 


dry heaters er arrange fer your 


es 
temporary use of canned pre- 
— 


pared solvent bex tees which 
require ne solvent wet- 


ting at pulling-over. 





Boot and Shoe Recorder 


Perey ort eee 


216 LINCOLN. 


STREET 


BOSTON, MASS. 


. R8386—Wishbone Strap 
High Heel 

R8387—Wishbone Strap 
Cuban Heel 


With new grace and delicacy in 
pumps, sandals. and ankle strap 
styles. They're true values in butter 
soft smooth white leather. 


R8385—Fresh-aire Pump 
- . Cuban Heel 


Pump 





R8384—Fresh-aire 
High 








IMMEDIATE DELIVERY 
M wiptHs 3/7 4/8 4124/9 5/9 
36 and 18 pair lots. Net 30 days F.O.B. 


ADOLPHUS HOTEL—DALLAS SHOW. ae 


_NEW YORKER HOTEL—NEW YORK SHOW 


May |, 1949 
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The only real casual arch sup- 
port shoes! 


White elk or white suede 
ready to ship, ready to sell! 


"Cork-cushioned" from heel to 
toe. AA, B, D. Sizes 3-10. 














FRITZIE 

6721-1 White elk 

1721-1 White 
—_ Faille 
ined 
















Make up — any 


ROMAINE 
and all materials 4512-1 White elk 


1512-1 White suede, 
Faille lined 


—elk or suede— 
all colors. 


Delivery 30 Days. 


75 NET 


Suedes 25 cents extra 

TEDDY 

6823-1 White elk 

1823-1 White suede, 
Faille lined 











Good Housekeeping 
~ 


NO; \ 
74S apvepnistd THES 





Sales Representatives: 


bee savers day Hows Mi 20m OL Sieh on a 
ngeles, : in St., ity, : 
California, Washington, Oregon Texas, Oklahoma, Arkansas, DIA-TRED SHOE CO. 
New Mexico 139 Duane St. 
B. R. BOYLE, 900 6th Ave. i 
Red Oak, lowa me ft Mills St. New York City, N. Y. 
“Seaaae ee Western Pa., Western N. Y. for New England States 
; AL. A. EPSTEIN, Box 217, Austell, Ga. Pennsylvania, New York 
PHILIP STERN, 4239 College Ave. Georgia, Fiorida, South Carolina. Maryland 
Indianapolis, Ind. Louisiana, North Carolina, Alabama, 
Indiana, I)linois Tennessee ee eee 
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WHITE GLOVELK OXFORD 


Unlined Outside Counter. Pocket Style 300 
Light Natural Wrap-around Flat Tread Crepe Sole And Heel - White 
Genuine Goodyear Welt Construction 
4/10 AAA-AA 314/10 A-B-C 
Also in Brown—Style 311 










WHITE GLOVELK OXFORD 


Unlined Outside Counter Pocket 

Light Natural Wrap-around Flat Tread Crepe Sole And Heel 
Genuine Goodyear Welt Construction 
4/10 AAA-AA 342/10 A-B-C 
Also in Brown—Style 301 






Style 310 


















FOOTHRILLS in styles 300, 301, 310 and 311... all sizes IN STOCK. 
Immediate delivery. Must be purchased in 12 pair units . . . choice 
of styles. At $4.75 to retail at $7.95. Also available for make up in 
the new colors. 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 


TENTH FLOOR—SHELL BUILDING—1221 LOCUST STREET 
SAINT LOUIS 3, MISSOURI, U.S. A. 
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but oh! so fickle... 


... they'll leave you for the first customer that comes along! 
There's consumer-come-hither in Pfeiffer's two-tone “Lollers” . . . 


in Pfeiffer’s gay multi-color rayon “Puffs” . . . and in Pfeiffer's quilted 


satin “Bonnie Rest” slippers . . . just a hint of the merchandising 
wonders that Pfeiffer's will give you this year . . . easy sales of 


stunning styles to keep your fingers on constant cash register duty. 
Write for 1949 In-Stock Catalog NOW! 


PFEIFFER’S, Inc. 


WORCESTER 8, MASS. 


Room 1052 
HOTEL NEW YORKER 
N. Y.— May 23 - 26 





The Ski Boot Loop Offers 
Added Security and Style 


No fumbling with frozen fingers ...no tedious lacing 
Ss and unlacing when rugged G* SKI BOOT LOOPS 
are & feature of your ski boots! Laces slip through loops 
freely, and feet remain dry because no holes pierce the 
upper to invite in snow and moisture. Minimum friction 

at the loop adds to lace life, too. Will your next season's 


ski boot models enjoy the sales advantage of this strong 




















A sales-worthy feature for loafers, moccasins, sport and campus footwear, too! 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 




















here’s a Father’s Day bonanza 


... and extra summer selling... with 
Yiéltltien \oaters* in your stock! 


Father’s Day is a second Christmas . . . the summer lull is a summer spurt . . . 





when you put Nettleton Loafers to work for you. 


“indoors a slipper . . . outdoors a shoe” has made the Nettleton Loafer 
America’s best known leisure shoe. Customers ask for it by name. 

With this Nettleton exclusive in your stock, you have what competitors 
don’t have—the original Loafer . . . the genuine Loafer. 


Order now from our stock service, and have Nettleton Loafers in your 
store in time for June business. Ready a newspaper advertisement . . . 
plan a window . . . have your salesmen introduce Loafers to every shoe 
customer—and you'll find this higher-volume, higher-profit item won't 

stay on your shelves very long. Newspaper mats and display material 

are yours for the asking. 


This is how Loafers are being 
advertised to the 6 million readers of 
Holiday Magazine. June issue— 

on sale May 18th. 


For Immediate Delivery 

From Our Stock Department 

Style 174. Blue suede calf. Retail $14.95 

Style 176. Tan smooth calf. Retail $14.95 

Style 177. Brown suede calf. Retail $14.95 

Style 181. Brown and white. Retail $12.95 abtown ad 
Style 183. Brown smooth luggage. Retail $12.95 Brown revere’ 
Style 184. Brown luggage grain. Retail $12.95 

Style 175. Lazy-Lacer* Gelf shoe in brown smooth luggage. Retail $14.95 
Style 178. Lazy-Lacer*, brown smooth luggage. Retail $13.95 

Style 179. Lazy-Lacer*, tan luggage grain, crepe soles. Retail $13.95 

All styles available in widths AA through E 


White 
UStrated ) 
Calf, svle } >> 


Tee 


the 


*LOAFER AND LAZY-LACER ARE TRADEMARKS, REGISTERED IN 
THE U.S. PAT. OFF. ONLY NETTLETON MAKES THE GENUINE LOAFER. 


Fy ° T new Style fo der and th 
Opy fou ne y n. 
oe. ‘ ¢. er, Tite 4. E Ne tle Co 
a ¥ t ton S 


Product of the A. E. Nettleton Co., Syracuse 2, N. Y. 


















@ You PAY to bring a customer into 


Your Store 


@ You PROFIT when she comes back 


Once She Wears FOOT DEFENDERS 
You Have a REPEAT Customer 


She will buy Season after Season 


(uly miner Orthopedic Shoes, 
balanced straight lasts, low heel 


construction, can afford such comfort. 


Larefoal Freedom 


THE MILLER SHOE COMPANY 
CINCINNATI, OHIO 
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The Price Is Light 
—The Styling Right 
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QW leather Casuals 
with Vulcanized Crepe 












Rubber Soles 


Growing Girls—moccasin type 
in popular Fall colors: golden 
tan, smoked elk, dark green, 
wine, dark brown, and white. 
High quality elk uppers with 
Growing Girls —open toe thick vulcanized crepe rubber 
Blucher with springy crepe rub- soles. 4-10. 

ber soles that are vulcanized 

on for a permanent bond. In 

smoked elk or brown, 4-10. 


Now at last a crepe rubber sole that’s vulcanized to the 
uppers—put on to stay. They're styled brightly—up to the 
minute. Good looking high quality leathers. Priced for 
profitable back-to-school selling. 


Ball-Band CacceZ. 


for profitable Fall selling 


CORDUROY CORONA. A new BALL-BAND Summerette 


for Fall. Wonderful for indoor wear, practical for outdoors, 





too. Wine, dark green, black with bright contrasting linings. 
Vulcanized cork and rubber sole. An indoor shoe that’s 
practical from the standpoint of wear. Women’s 4-9. 


For details, samples, see your Ball-Band salesman 
who is now on his way—Or write 

Ball-Band, Mishawaka Rubber & Woolen Mfg. Co., 
Mishawaka, Indiana 





Reg. U. S. Pat. Off. 1901 























Sena jor an attractive window card 
showing this illustration (size 10 x 12). 
We will be glad to send one or more 

to any retail merchant. 
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Trimmer, more flexible, more comfortable shoes to grow up in, 


OS. 


thanks to the Compo technique and these progressive manufacturers — 


Fx. designing has extended the Compo 
technique until it is possible to make a complete 
children’s line, from infants’ to teen-agers’, the efficient, 
economical Compo way. Leading manufacturers are 
now producing millions of pairs of Compo shoes 

for children. Your adult customers are 

thoroughly sold on Compo shoes. They'll be glad 

to buy Compo lightness, flexibility, comfort 


and long wear for their children. 


The baby’s Compos are made on the (0 me() 


CHILDREN’S ROTARY SOLE ATTACHER 


This machine is designed expressly for attaching soles 


to infants’ and children’s shoes in sizes 0 to 8. 





Middle and Big Sisters’ Mary Janes are Compos, too. 
Spring heel for Middle Sister, military heel for Big 
Sister, both made on the 


Ome() CONVEYOR 


TRADE MARK 


May 1, 1949 


Airline Footwear Corp. 
Auerbach Shoe Co. 
Bay-Bee Shoe Co., Inc. 


Brown, F., Shoe Co., Inc. 
(Dr. Posner) 


Brown Shoe Co. 
(Buster Brown) 


Brown Shoe Co. 
(Buster Brown) 


Cannon Shoe Co. 
Cindy Shoe Co. 


Clement & Ball Shoe Mfg. Co. 
(Selby Arch Preserver) 


David Lawrence Shoe Co. 
Edwards, J. & Co. 
Endicott-Johnson Corp. 
Galray Shoe Co. 


General Shoe Corp. 
" (Acrobat) 


Green Shoe Co. 
(Stride-Rite) 


Huette Shoe Co. 

ideal Shoe Co. 
International Shoe Co. 
International Shoe Co. 
International Shoe Co. 


Kaut, Lauman, Winter, Inc. 
(Pre Teens) 


Kessler Shoe Mfg. Co., Inc. 

Maisak Handler Shoe Co., Inc. 

Maisak Handler Shoe Co., Inc. 

Monarch Shoe Co., Inc. 

Muskin Shoe Co. 

Reyburn Shoe Co. 

Ridgely Shoe Co., Inc. 

Saxe Glassman Shoe Co. 

Sewanee Shoe Co. 

Shirley, Kay, Shoe Mfrs. 

Simplex Shoe Mfg. Co. 
(Flexies) 

Smith, Sam, Shoe Corp. 

(Little Yankees) 
Weinbrenner, Albert H., Co. 
Weyenberg Shoe Mfg. Co. 
Wood & Smith Shoe Co. 


New York City, N. Y. 
Norway, Maine 
Union City, Tenn. 


Allentown, Pa. 
Owensville, Mo. 
Potosi, Mo. 


Thurmont, Md. 
Haverhill, Mass. 
Baltimore, Md. 


Chicago Ill. 
Philadelphia, Pa. 
Johnson City, N. Y. 
Lawrence, Mass. 


Hohenwald, Tenn. 
Boston, Mass. 


Three Rivers, Mich. 
Brooklyn, N. Y. 
Houston, Mo. 
Olney, Ill. 
Richland, Mo. 


Dixon, Mo. 


Baltimore, Md. 
St. Louis, Mo. 
Marquand, Mo. 
Chicago, Ill. 
Millersburg, Pa. 
Owensville, Mo. 
Baltimore, Md. 
Saco, Maine 
Cowan, Tenn. 
Miami, Florida 
Milwaukee, Wisc. 


Newmarket, N. H. 
Antigo, Wisc. 


Hartford, Wis. 
Auburn, Maine 


COMPO SHOE MACHINERY CORPORATION, 150 CAUSEWAY STREET, BOSTON, MASSACHUSETTS 












The 7,500,000 workers who are each investing on the 
overage of $20 per month in Savings Bonds 


Here’s a sales force that’s helping to win economic peace 
of mind for the nation. It already has dealt heavy blows 

- to inflation, fear, and doubt. This sales force is comprised 
of people who really are doing something to build security 
and protect the American way of life. 


They are building security for themselves by buying 
Bonds. Every $3 they invest will pay $4 at maturity. 

They are building security for their companies. As 
each Bondholder’s own sense of security increases with 
his Bond purchases, he becomes a better worker. Plant 
morale improves. Production increases. Absenteeism, 
labor turnover, and the accident rate all decline. Concur- 


* 
* 
* 
* 
* 
* 
* 





The executives of the more than 20,000 companies that have 
sponsored the Payroil Savings Plan 














f 
= ar 
< ——e 
—A 
\ 


The employees who serve as volunteers selling U. S, 
Savings Bonds to their fellow employees 


rently relations between employer and employee improve. 


They are building security for the nation. Savings Bond 
dollars are deferred purchasing power—an assurance of 
good business to come. The Treasury uses net Savings 
Bond dollars to fight inflationary credit potential in the 
banking system by retiring short-term bank-held Federal 
securities. 


If your company isn’t an active part of this sales force, 
better join now and get in on the benefits! Full informa- 
tion is available from your State Director, Savings Bonds 
Division, U. S. Treasury Department. Phone him or 
write the Treasury Department, Washington 25, D. C. 





The Treasury Department acknowledges with appreciation the publication of this message 
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This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council. 
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HERE 1S SHOE NEWS THAT IS NEWS! 


Dr. A. Reed Shoes for Women. ¥ 
are Again Available 


Pi 









Long the comfort leader, Dr. A. Reed 


Cushion Shoes for Women return to the 










112 
Beacon 


market after 10 years. Again they assume 
their place as a quality, sales and 


profit leader for your store. 


Pioneered more than 50 years ago, 
Dr. A. Reed shoes feature a unique cushion 


insole that gives you satisfied customers 


21185 
Strand 


who mean repeat sales and steady profits. 





The in-stock shoes pictured here are 
available through the Irving Drew 


Corporation, exclusive producer and 








distributor of Dr. A. Reed Cushion Shoes for 
Women. Write the Irving Drew Corporation, 
Lancaster, Ohio, today for further 


information and price list. 





208 WwW MONROE DrA Ree Se ee ae 
/ CUSHION SHOES / 


THE SHOE WITH THE SOLE OF COMFORT 


Dr. A. Reed Cushion Shoes for Men are available direct from Chicago. Write for an illustrated In-Stock Catalog, today. 
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“Suddenly it dawned 
on me why I was 


losing business !*° 


(The crowds were heading for the 
air-conditioned establishments ) 





“I had just been out to lunch. It was a typical summer 
day. When I came back to my store, the heat nearly 
suffocated me. I wanted to get out fast... 








“Right then it dawned on me—If I 
couldn’t stand the heat in my own store, 
how could I expect customers to like it? 
How can I expect summer patronage? 


“I grabbed the Phone Book, turned to 
‘Air-Conditioning,’ and called the Air- 
temp people to send a man over. He 
soon gave me the facts! For instance— 


“A jewelry store increased business 37% 
within 3 months with Airtemp Air- 
Conditioning. A chain of beauty shops 
doubled their unit sale. Drug stores... 





Ti 
= 















“,.. boosted sales, cut clean-up time 75%. 
A store saved $600 in a single year in 
stock soilage. One merchant paid for his 
Airtemp unit out of increased profits in 
a single season. Well— 


For the finest value in air-conditioning equipment, choose 
Chrysler Airtemp. It is factory-assembled, factory-tested, 
backed by 12 years of proved dependability. Each unit has 
the famous Airtemp Sealed Compressor for longer life. Hand- 
some cabinet, beautifully enamelled, fits into small area 
Conly 4.7 sq. ft.). Only 3 simple connections—no complex 
duct-work. Remember: more Airtemp ‘‘Packaged’’ units 
are in use than any other make. Get further facts—mail the 
coupon or call your local Airtemp dealer. (See Yellow Pages 
of Phone Book.) 







Pull in patrons with this sign! 
This beautiful window decal will tell the 
public it’s cool and comfortable in your 
establishment. 






AIRTEMP DIVISION OF CHRYSLER CORPORATION 


DAYTON 1, OHIO 
Send “Packaged” air-conditioning information to: 








Name 


Address_—______ 


“—two days later I had an Airtemp 
‘Packaged’ unit in my place! Smart- 
looking, streamlined—quiet as a kitten 
—it just sits there and brings that hot 
store down to ‘cool as the sea shore? 





“Boy what a difference! I felt so much better—my help had 
more pep—people started coming in and staying a while—the 
cash register was busy all day long—and I found I was buying 
cool comfort out of the extra business it brought in!” 


Chrysler 
Airtemp 


“PACKAGED” AIR CONDITIONING 
HEATING AND COMMERCIAL REFRIGERATION 





— i a 












Kind of business (BSR-2-49) 








AIRTEMP DIVISION OF CHRYSLER CORPORATION 


DAYTON 1, OHIO 
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ieee a " WILL MAKE FATHER’S DAY 
CUE Ged A BIG PROFIT DAY FOR YOU! 


Ss ‘ re ‘ The ideal gift for dad, Jarman’s new house 
heal Coplay slippers are going to please thousands of proud fathers 
come June 19, and hundreds of Jarman dealers 
TO PULL IN CUSTOMERS will chalk up extra volume and added profits. It’s not 
‘= too late to make your plans now for your share of this 
extra business. You can get immediate delivery on the 
three handsome slippers shown above, and orders 
will be written and billed as of August 15. Priced 
at $3.95, available in N and W, 5 to 12. The stock 
numbers as shown above are, left to right, 4030, 
4032 and 4031. Mail your order today! 


AY vom. 


Place Jarman House Slippers on this special displayer and spotlight them 
in your window to pull in customers and to send your sales zooming 
for Father’s day. Permanently and handsomely constructed, 35 inches long 
and 16 inches high, the displayer holds three pairs of slippers or shoes. 
It comes with changeable cards so you can use it in your window or in SHOES Linge: MES 

your shoe department the year around. Also available are special 

Father’s Day newspaper mats on the Jarman House Slippers and Jarman 

Gift Ceriificates. Don’t delay, get in on this “plan for profits” right now 

ond be ready for extra Father's Day business. JARMAN SHOE CO., NASHVILLE, renn. DIV. GENERAL SHOE CORP. 





FRIENDLY COMFORT AND DISTINCTION 


lel Ex dared 


That’s why Gallun’s Cretan Calf 
y is the leather that sells your shoes 

























Putting feet into shoes made of Cretan Calf, is like 
putting them into a soft glove. Such comfort—there’s 
no pinching or galling. For Cretan Calf, like all the 
famous Gallun vegetable tannages, has the feel of vel- 
vet right from the first wearing. Moreover, it keeps 
that feeling throughout the life of the shoe — despite 
repeated wettings and dryings. 

But shoes made from Cretan give your customers 
much more than lasting comfort. This plump, firm 
leather retains both its shape and its rich, warm color. 
It gives you durability that carries with it an air of 
elegance — the same elegance that was present when 
the shoes were bought. 

You can’t go wrong featuring Gallun vegetable tan- 
nages. They build satisfaction — and satisfied cus- 
tomers build handsome profits for you. So check the 
Gallun numbers, when you make up your orders to 
leading manufacturers— it pays. A. F. Gallun & Sons 
Corporation, Tanners, Milwaukee, Wisconsin 
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smooth, but not glazed 
ONE OF THE FAMOUS CALLUN VEGETABLE TANNACGES 


Normandie Calf <4 bh, Norwegian Calf 


hond-boarded, giczed hond-boorded grain 
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Sensationally new...seamless...dipped-latex boot 
of surpassing elegance | 


All rubber boots strive to /ook light. Step-lite actually weighs only 
14 ounces per pair, a third less than any other! Soft, pliable, elastic... 
styled to hug the foot closely, with beautiful unbroken lines. No 
bulkiness, not a seam...from top to toe...to gape and leak. Rolls up in the 
hand like a rubber glove! Height 12 inches, sizes 4 to 9. 


SEE US AT THE SHOW 


RC Toe Rubbers, also of latex, in black 
Room 1158, Hotel New Yorker 


(red inside) and brown. With or without 
plastic case in bright colors. Sizes A, B,C. 


FOOTWEAR INC. 
274 TEN EYCK STREET, BROOKLYN 6, N. Y. 
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MILLER TREES | 
MAKE 


- lh -. 


SALES! 
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Miller Trees mean business — 
extra business! When you've made a 
sale, the customer is in the right 
frame of mind to buy a pair of Miller 
Trees. He'll appreciate your pointing 
out the way to extend the life and 
looks of his shoes. 

Miller Trees sell quickly — faster 
than the shoes themselves — because 
there’s nothing to take off or try on. 
Miller’s are available in four sizes, 
fit practically all shoe sizes by easy 
adjustment lengthwise. Self adjusting 
for width. What’s more, they feature 
foreparts modeled like a shoe last 
and bottoms hollowed out to allow 
for metatarsal pads. Shoe stores 
everywhere are proving that money 
grows on Miller Trees! 


O. A. Miller Treeing Machine Company 


Branch of United Shoe Machinery Corporation 
PLYMOUTH, NEW HAMPSHIRE 
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Style 5122, BAREFOOT 
SANDAL for children, 
stocked in red, green, brown, 
white, and blue. 


When a Fleet-Air style is introduced such as 
this one, you know two things: it is not a 
“fad” but a style that will sell—and it's in 
stock, ready to ship. Have you inquired 
about the Fleet-Air Authorized Dealer 
franchise? Write for our latest catalog. 


Suggested retail price $4.50 to $5.50. 
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Style No. 7049 
Men’s Last 
Sizes 6 to 12 







Style No. 4049 
Boys’ Last 
Sizes 1 to 6 


DELIVER THIS 
ONE-TWO SALES PUNCH WITH 





Matching pairs—shoes of identical design for father 
and son—is a Belleville sales idea with plenty of punch! 
With it, you can make more than one sale at a time. 


What's more, matching pairs by Belleville are made so that 
4 father and son customers can be fitted with absoiute 
= accuracy. That’s because the boys’ size run (1 to 6) 
is made over separate and special lasts from the men’s size run (6 to 12). 
Exactness of fit is just one of the points that gives Belleville Shoes for Boys and Men their superior sales 
appeal. There’s exceptional comfort . . . rugged construction ... smart style... but most important 
of all, there’s guality—constant and reliable. Three generations of buyers have learned to count 
on that. Belleville Shoes retail profitably in the $5.50 to $9.95 retail price field. For further particulars, 
just drop us a line. 


BELLEVILLE SHOE MFG. CO., BELLEVILLE, ILLINOIS 
New England Distributor: KREIDER-CREVELING SHOE CO. + 602 Atlantic Avenve + Boston 10, Mass. 


BUYERS KNOW: “Belleville Shoes are Honest Shoes” 
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i 
It would be difficult to find more STYLE, FIT and SHOE 
SELLING know-how than is represented by the four men of 
our Krentler Bros. St. Louis plant whose pictures are shown. 
Their business is the supplying of lasts. Their thinking (in terms 
of shoes that sell) ranges from the raw maple block in the woods 
to anticipating milady’s footwear whims in the salon. They see. 
They talk. They listen. They get around. That is why shoe manu- 
facturers in their territory will agree —THEY KNOW! 


nited Last Company 


BOSTON, MASSACHUSETTS 
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* BETTER QUALITY 
* BETTER STYLING 
* BETTER TURNOVER 
* BETTER MARK-UP 
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Smooth Elk Two Buckle Ankle Strap 
Leather Platform 

No. 6451—White Elk 

No. 6551—Multi Elk 

No. 6651—Red Elk 

No. 675i—Green Elk 

No. 6351—Black Suede 

Sizes: 4-9 M Widths $2.55 





Smooth Elk Floral Angle Strap 
Leather Piatform 


All Over NORZON Angle Strap . 6452—White Elk 
Sandal . 6552—Multi Elk 
No. 6460—White . 6652—Red Elk 
No. 6560—Multi . 6752—Green Elk 
No. 6660—Red No. 6152—Black Elk 
No. 6360—Black No. 6352—Black Suede 
Sizes: 4-9 M Widths $1.85 Sizes: 4-10 M and N Widths $2.55 





Smooth Elk Slash Sandal 
Leather Platform 
No. 6453—White Elk 
No. 6653—Red Elk 
No. 6753—Green Elk 
No. 6353—Black Suede 
Sizes: 4-9 M Widths $2.55 





Smooth Elk Scalloped Sandal 
Leather Platform 

No. 6450—White Elk 
All Over NORZON Sandal No. 6650—Red Elk 





No. 6350—Black Suede 
Sizes: 4-10 M Widths $2.55 


No. 6461—White 

No. 6361—Black 

No. 6661—Red 

Sizes: 4-9 M Widths $1.85 







The Gerda formula for volume casual selling is a proven one... 
and hundreds of new dealers each season prove that it can work 








All Smooth Elk Oxford Tie for them. Here it is, simply stated. You must have styles and gi 
Leather Platform ° ‘. 
No. 6355—Block Suede materials that women want and you must have adequate sizes to —— = © coed Pump 
x in er 
a <a, a fit them. Gerda brings you both. Keen, yet sensible, style selec- No. 6349—Black Suede 
No. 6655—Red Elk tions and same day shipment to keep your sizes up to scratch. No. 6449—White Elk 


No. 6649—Red Elk 


Sizes: 4-9 M Widths $2.55 Put the Gerda plan to work today. Sizes: 4-9 M Widths 









Write for our New Catalog 


, , . 


— 4 ee ae <a 
GERDA Footwear company, Inc. 


“GERDAGRAM” Yor Exgow 
158 DUANE STREET . NEW YORK 13, N.Y. 


See Us At Your Regional Show 


2 


You don’t need a magician... good merchants know 


accurate records 
mean extra profit 


here’s how. . « back up your business decision, supplement your experience and turn 
in the extra dollars of profit that mean the establishment of lasting success. This 
complete, streamlined accounting and stock control system keeps all the actual facts 
of your business right at your fingertips, ready for frequent reference and check-ups. 
Faulty operations and business weaknesses are revealed for quick attention...a 
constant check on stock guards your investment, assures satisfactory turnover .. . waste 
is eliminated, increased efficiency betters your competitive position. But most amazing 
of all... this system is so simplified that record keeping is but a matter of minutes 


each day. Investigate our plan today! 


OTHER FEATURES OF THIS SUCCESSFUL PLAN: 

e A highly competitive line of quality footwear for men, women and 
children. 
Preferred service on orders avoids loss of sales, expedites turnover. 
Advertising and purchase budgets to chart a safe course for you. 
Personal contacts by thoroughly trained field representatives. 
Promotional assistance is available, plus a special advertising allowance. 
Store planning service gives you tailor-made, modern store designs. 
A central St. Louis office serves as a clearing house for store problems. 
Power-packed national advertising builds a large consumer following. 


Join the many successful merchants who are prospering under this plan. 

















Write for this 
FREE FEATURE THIS 
Window 85¢ SPECIAL 
Material NOW! . FOR 59¢ 


SENT PREPAID! 
, Scholl’s PEDICREME 


(Vanishing) and Dr. Scholl’s FOOT POWDER. 
85¢ value for only 59¢. Nationally advertised in 
SATURDAY EVENING POST, AMERICAN 
WEEKLY and COLLIER’S. Attractive Coun- 
ter Display Card packed with each dozen com- 
binations. Order NOW. $4.80 dozen. 









$HOUPS IG 
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A fast-selling bargain 
combination offer — Dr. 





Make sure your stock of DR. SCHOLL’S is com- 
plete. Order now from your Wholesaler. Write 
today for our New Window Display material. 





Send for this pre-tested DR. SCHOLL’S FOOT COMFORT 


WEEK Window Trim. 8 pieces. Makes a striking display. THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago 10, lll. © 62 West 14th Street, New York 11, N. Y. 


D' Scholls root comrort weeK 
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The 1949 Sno-Maid by Servus 
is identified by this label. 





The Servus 
Crealer of the 


LEADS the FAsHipn PARADE 
for 1949-1959 


Increase your profits with the 
Sno-Maid, a most popular rubber footwear item. 
Sturdily constructed, yet fashionably designed, the Sno-Maid has met with 
national dealer and consumer acceptance. 


Why take chances with a substitute? Tie in with Servus rubber footwear 
and assure yourself of greater profits and more satisfied customers. 


Rubber Co 


mpany 





FACTORY AND GENERAL OFFICES 


ROCK ISLAND ILLINOIS, U.S.A. 


EW YORK OFFICE AND WAREHOUSE 330 BROADWAY, 7, NEW YORK, N.Y 
AND LAMBERTVILLE, N. J 


oo THE SCRVUS RUBBER CO. 
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CALF Zciher 


FEATURED IN 
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THE OHIO LEATHER COMPANY 
GIRARD OHIO 
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whenever 

consumer purchasing 
diminishes... 
famous-name brands 
ean always be 
depended upon to 


produce sales 


in 
better footwear 


the name is 









iller 


in casuals, and 


lo-ways it’s 


bsaes i 
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10 74M. Menday-May 23, 49 
HOTEL STATLER 
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Admission by ticket only. Obtainable at PPSSA registration desks at Hotels New Yorker, McAlpin and Statler. 


No one can afford to miss this presentation of im- 
portant footwear—an authentic preview of next Fall’s 
volume sellers. Plan now to attend this gay, brisk, 
instructive showing—complete with glamorous mod- 
els and full color projection of shoe details on the. 
PPSSA Pediscope. Entire show produced by Tom Lee; 
Nancy Pepper, Commentator; Beth Levine, Shoe 
Stylist; Mimi Aleinikoff, Fashion Director. 


Popular Price Shoe Show of America 
Hotels New Yorker and McAlpin —May 23 to 26 


Sponsored Jointly by: National Association of Shoe Chain Stores... New England Shoe and Leather Association 


*92% of all shoes sold in U.S.A. will retail under $10 in 1949 
according to estimates by U.S. Department. of Commerce. 
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THE OUTLOOK 





——Will business be better this Spring and Summer? 
—In my opinion, yes. 


—Are you encouraged as to the general economic 
outlook ? 


—Of course, why not. 


—Will stringent social legislation seriously affect our 
future welfare? 


—No, hastily made laws are usually of emotional or 
political significance, and can be modified or killed 
if they prove damaging. 


—Would a new war set us hack again? 
—There won't be a new war—not yet for awhile 
anyway: 

. 
—Should we prepare for Spring and Summer busi- 
ness with caution or with enthusiasm ? 


—With enthusiasm if you want to go places and 
do things; with caution if you don’t want to get 
anywhere. 


—Thank you. 


—Don’t mention it. 


Se be 


President 
Boot anv SHoe Recorper 


Mey |, 1949 








Lower Your SEIING (Ost | 
RaiseYour 7A/f> UN/7 


SELL Jumping-Jack 


SANDALS 


for X7AA pr. WRAP-UPS 
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Here is the sandal recommended 

by doctors, sought by mothers, 

and preferred by dealers. It's a 

sure fire “plus sale, designed to increase 
dealer profits and assure customer satisfaction. 

e 
For all children 6 months to 4 years of age. 
VAISEY-BRISTOL SHOE COMPANY, INC. 
ROCHESTER 3, NEW YORK 

MONETT, MISSOURI 


Mode in Conaca by the Savage Shoe Compony | 


SKOWHEGAN, MAINE 
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Hs. is a prerogative of Acdsken. Harnessing it promotion-wise is a 
prescription of the Allied Kid Company. This is a year for tanner, 
manufacturer and retailer to reap the benefits 


of a solidified coordination front. With this in 








mind, the Gem Tones are presented, each named 
for a precious stone. Here is a custom-made tie-in 


for advertising, mailing, display and sales-talk. 


STANDARD DIVISION SuedeKid Glazed Kid 
Lining Kid Slipper Kid 


NEW CASTLE DIVISION 6 Glazed Kid Maracain 


Lining Kid 
NcNEELY DIVISION © Glazed Kid Crushed Xid lial 
STERLING DIVISION Gold and Silver Kid fy 
\me/ Tucson Colt 


QUAKER CITY DIVISION a Glazed Kid 


ALLIED KID COMPANY 


BOSTON +« NEW YORK e- PHILADELPHIA «© WILMINGTON «e¢ CAMDEN 
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Retail shoe trade was generally very favorable during the first two 
months of 1949, according to the Department of Commerce. Dollar volume was 
slightly above that for the similar period in 1948 and with the current trend 
toward lower-priced lines, pairage sales were reported to be even more satis— 
factory. 

Preliminary field reports for March indicate rather substantial 
decreases, particularly in dollar volume. This is explained in part by the 
lateness of Easter this year. 

However, early reports indicate a very favorable pre—Easter trade 
during the first week in April with expectations that the gain for the month 
will more than offset March losses. 

While the Department has received conflicting reports, a check of 
retail centers shows that weather conditions were responsible, in part, for 
curtailment of trade in those areas where retailers did not experience the 
anticipated volume. 

There were also indications that the impact of Easter volume might 
have been concentrated in such a short period of time that retailers would not 
be able to realize fully their actual sales potentials. 

The volume of trade during the first 33 months of the year also 
supported earlier observations by the Department of Commerce to the effect that 
increased sales would be made in the medium and lower-—price lines. 

7. = 2 @ @ 

The large number of different sizes of shoes stocked by the Army came 
in for stiff criticism at recent Congressional hearings involving appropriations 
for the Quartermaster Corps. Several members of Congress expressed the opinion 
that the approximately 150 different sizes stocked by the Army resulted in 
substantial waste. The fact that approximately the same number of sizes will 
have to be stocked when the Air Force shifts to its new blue uniforms, including 
black shoes, brought forth additional criticism. 

An investigation by the House Appropriations Committee revealed that 
the U. S. Army stocks from 4 to 15 times as many sizes of shoes as various 
European countries stock. Accordingly, a 50 per cent reduction was recommended. 
It was claimed that QM studies reveal that such a cut could be made without 
resultant ill effects on the foot health and efficiency of the soldier. 

In its reply to this criticism, the Quartermaster Corps admitted that 
the number of shoe sizes stocked by the Army has created a sizable logistic 
problem, but added that "it is the result of the American civilian tendency to 
obtain a 'perfect fit'." 

However, QM also pointed out that it has been working to reduce the 
humber of sizes since 1943. Development of an entirely new last, as a result of 
current anthropometrical studies, (BOOT AND SHOE RECORDER, July 1, 1946, p 40), 
will provide an answer to part of the problem, according to QM. Initial fitting 
tests on samples of footwear made over this new last will be available in the 
near future. Should this new last be adopted by the Army, QM officials say that 
the grading between sizes will be accomplished in such a manner as to auto— 
matically reduce substantially the number of sizes and to fit approximately 99 
per cent of any large group of men. Full-scale sizing tests involving combat 
boots and service shoes are being made under the auspices of the Army field 
forces with the cooperation of the Medical Department and the Quartermaster 
Corps. Results of the tests will be known by August 1949. 
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* Collection retailing from 


La Valle—New York 






$16.95 to 
$18.95 


La Valle 


Custom 
Bottier 


Collection retailing from $20.95 to $25.95 


GZ 


SHOWROOM: 632 BROADWAY .«- NEW YORK 12, N. Y. 
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ALFRED SCHINDLER, president 
of the Alfred Schindler Co., St. 
Louis, Mo., says: 

“The interdependence of produc- 
tion and distribution in our econ- 
omy is fundamental. No system of 
distribution, however effective, can 
move goods that do not exist, nor 
make sales when there is no ability 
to buy. At the same time, mass pro- 
duction and mass purchasing power 
cannot result in higher and higher 
levels of sales activity unless the ma- 
chinery exists for moving the goods 
efficiently and economically, and for 
creating a constant willingness on 





the part of those who have the pur- 
chasing power to exchange it for 
geods and services. While the re- 
sponsibility for continued pros- 
perity and progress cannot be placed 
upon distribution alone, distribu- 
tion nevertheless must bear its full 
share of this responsibility. During 
the period of adjustment which lies 
ahead, distribution must take an 
active and aggressive part. Distri- 
butors in all fields and at all levels 
must look ahead and be prepared 
to move quickly to forestall any 
serious reversal in favorable busi- 
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ness trends. .. . 

“Dynamic selling and advertising 
programs can and must sustain the 
demand for present-day goods and 
services and build an ever-increas- 
ing demand for newer and still bet- 
ter products. These are days that 
call for a type and quality of ‘Scien- 
tific Sales Management’ far ahead 
of anything we have yet known. 
They call for a type and quality of 
‘Scientific Salesmanship’ that ranks 
with the great professions of the 
world. They call for a type and 
quality of written salesmanship in 
the form of advertising and general 
promotion that sells not only a com- 
pany’s product —its organization 
and its methods, but also the whole 
broad field of public relations and 
of human relationship that add up 
to what we have come to call the 
American Way of Life. 

“There will be little room, if any, 
on the pathway of growth and prog- 
ress in the days ahead for those 
without dynamic selling and adver- 
tising programs and without leader- 
ship of the right kind to put them 
over successfully.” 


J OSEPH RELLI, owner of the 
Roseland Shoe Store, Providence, 
R. I., says: 

“At the present time many peo- 
ple are waiting for prices to come 
down. I know of many people who 
need shoes and who plan to buy 


OC 


but they are waiting as long as they 
can, to see about the price situation. 
Prices of many food products have 
come down and consumers are look- 
ing for a reduction in shoe prices 
as well. I believe that shoe prices 
should be reduced. 

“On the other hand, if it is actual- 
ly impossible to reduce the prices, 
then the public should be told that— 
they should be told why. I think 
the public is entitled to definite ac- 
tion one way or the other. If prices 
could be reduced, it would stimulate 
buying and people wouldn’t need to 
delay their purchases. It’s a situa- 





tion that is affecting all types of 
business, not just shoes, and should 
be straightened out. 

“As things now stand, the retailer 
doesn’t know what to buy. He 
doesn’t want to buy his usual quan- 
tities if a price reduction is antici- 
pated. The retailer is in exactly the 
same uncertain position as the con- 
sumer. Neither wants to buy until 
he knows how prices are going. 

“TI say, let’s get this thing settled 

. either a price reduction or a 
definite assurance that prices cannot 
come down.” 
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STANLEY C. BERGER of the Dr. 
Locke Shoe Store, Philadelphia. and 
president of the Philadelphia Retail 
Shoe Merchants Association, says: 

“In the health shoe, as well as 
other types of shoes, it is necessary 
today to offer the public more rea- 
son to buy more shoes. There's no 
getting away from the fact that peo- 
ple have been spending more money 


for things other than shoes. In a 


/, 
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STYLE 
COMFORT 
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sense, this proves the fact that they 
do have the money to spend and the 
shoe merchant learns from this what 
his job is. 

“We have found it helpful to our 
customers to add dressy types that 
are more highly styled. In our stock 
we now have attractive pumps, step- 
ins and strap variations. Such shoes 
that continue the comfort of the 
health shoe but unite it to popular 
style is what most orthopedic stores 
could profit by. 
who used to buy their health shoes 
in one store and their dressy shoes 
in another are now given the chance 
to buy them in one store. 


Many customers 


A great 
many women who wear comfort 
shoes, also wear high fashion shoes 
—perhaps not as often but they do 
buy them. Others who have flirted 
with the idea of wearing comfort 
shoes but never could get around to 
actually purchasing them, are now 
less hesitant about trying the new 
combination of style and comfort. 
“Another inducement to buy that 
extra pair of health shoes is the 
wider range of colors that has been 
added to the former, more concen- 
trated stock of black and brown. 
Some of the colors that are being 
used in new health shoes are sun 
copper, cocoa, gunmetal and avo- 
cado green. Even a small platform 
sole has been added to certain shoes. 
thus presenting them in more ap- 
pealing style yet not detracting from 
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the original shoe lines built for 
comfort.” 
= 7 Aa 

MARY MERRYFIELD, promotion 
director of the State Street Council. 
Chicago, at a press showing of 
men’s wear from State Street stores. 
said: 

“A return to Victorian elegance 
in men’s Spring and Summer styles 
with peacock pastels and new body 
building lines is evident in men’s 
wear today. The foreign corre- 
spondent casual look of trench coats 
and heavy shoes is bowing to 
smarter, well styled suits and top- 
coats in lighter colors that can be 
picked up with pastel accessories 
and elaborated upon with jewelry 
that veers from heavy identification 
type to lighter, more interesting de- 
signs. The Victorian trend is psy- 
chological. It’s a real settling down 
to individuality instead of march- 
ing along en masse. It is not toward 
‘doodads’ or stiff, bulky styles. Mod- 
ern fabrics and functional designs 
satisfy man’s desire to be comfort- 
able while the peacock pastels please 
his color tastes. which were frus- 
trated during the war and imme- 
diately afterward plunged into a 





frenzy of flashy colors. The field 
boot is taking a back corner in the 
closet while lighter and more at- 
tractively designed footwear is be- 
ing shown to carry out the Vic- 
torian trend in shaped, trim lines.” 


2 = = 


H. T. BURGESS, owner and shoe 
buyer of the Burgess Clothing Co.. 
Cortland. New York, says: 

“There are plenty of shoe sales- 
men calling on stores these days; 
but they don’t bother us. Let them 
come. I say. However, we intend to 
buy only what we need, not what 
they might like to sell us. The same 
situation holds true for clothing 
lines. 

“We are sticking to a few reliable 
brands of shoes. instead of taking 
on added lines. Our customers are 
definitely price conscious, neverthe- 
less, we expect sales of shoes to hold 
steady. Human nature is fairly con- 
stant and that is our reason for 
moderate optimism despite threat- 
ened poor business. People will con- 
tinue to need shoes. They will con- 
tinue to buy them. We have every 
reason to believe we shall get our 


share of business.” 


“/Q 
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“Watch my Pop's spectacular entrance! | tied his laces together.” 
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MAY 21-28, 1949 


ZAth National Foot Health Week 





COMFORT Keeps In 


Strap shoe with plat- 
form sole on 8-iron 
welt. Custom Grade 
Walk-Over from Geo. 
E. Keith Co. 








Makers of Feature Type Shoes Keenly Alive to 
Necessity of Eye, As Well As Comfort, Appeal, Utilize 


Constructions and Treatments Combining Both. 


Blue suede strap pattern 
on welt sole with quarter- 
. Navy blue kid tie on inch cork-filled platform. 
16/8 heel and quarter- 16/8 heel. Foot Saver by 
inch platform. Wilbur Julian & Kokenge. 
Coon model. 


Green suede stepin on 
built-up heel and 
notched welt sole. 
Heel Gripper by Alt- 


man Bros. 



















te > 
“Asean nan” 


ee ae Black suede welt sole oxford 
inch platform a Foot Oxford with punched per- we patent wamp trim and 
Rest by Krippendor}-Ditt- forations on 14/8 heel, platform covering, 14/8 heel 
mann Shoe Co. and quarter -inch plat - and quarter - inch plat- 

f form. Dr. Hiss shoe By form. Archlock Shoe by 

dy Irving Drew. : Walker T. Dickerson. 










Four-eyelet tie in black 
suede on 16/8 heel and 
quarter-inch platform. Tread- 
easy de Luxe model by 
P. W. Minor. 


Elasticized stepin on 
16/8 heel. Natural 
Bridge. Craddock- 
Terry Shoe Corp. 


Elasticized stepin 
on wall last and 
15/8 heel. Con- 
formal Shoe Co. 
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Step With Style... 


GREATER variety and more youth- 
ful and attractive styling have been 
gradually making their way into 
comfort type shoes for several years. 
The first manufacturer who intro- 
duced an open toe shoe into his 
women’s feature type line was con- 
sidered pretty revolutionary. Equal- 
ly so was the first factory which 
made such a shoe with a sling back. 

The development of elasticized 
backing made it possible for a 
woman to wear a stepin shoe where 
before she had been obliged always 
to buy oxfords. Higher riding pat- 
terns with goring adjustment also 
made possible a greater variety in 
patterns for the feature shoe cus- 
tomer. And all of these styles gave 
their wearers a feeling of keeping 
up with current fashions such as it 
was impossible for them to have 
when they were obliged to confine 
themselves to oxfords and ties, no 
matter how attractive and 
these might be. 

The important trend to strap 
shoes, 


smart 


instep. cross and T-strap in 
particular, added still more styles 


that the comfort shoe customer 


Tan calf oxford with storm 
welting in contrasting green, 
extension sole, 14/8 built-up 
heel, wall last. Miller Shoe. 
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by ELEANOR M. RUTTY 


could wear. While women with real 
foot trouble will most probably con- 
tinue to wear the classic gypsy ox- 
ford, many, many others will find 
that a much wider choice has be- 
come open to them. Some of these 
women will, no doubt, continue to 
wear the oxfords for real walking 
and working support and comfort, 
changing to other styles for dress-up 
occasions. For while it is generally 
agreed that no pattern gives the sup- 
port of the gypsy oxford, it is also 
recognized by makers of these shoes 
that, with the exception of very bad 
cases, a woman can wear some other 
well-fitted shoe for the less active 
times of the day. 

Another fact is now generally 


Sliplasted strap pat- 
tern on 13/8 wedge 
heel and platform sole 
with arch support. 
(Patent pending). Life 
Guard by Longini. 







Three-strap pattern in 
navy blue suede on 18/8 
heel. Arch Preserver, 
from Selby Shoe Co. 


realized among shoe manufacturers, 
and that is that many styles today 
can also be looked upon as having 
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Platform sole tie in 
green smooth leather 
with low side line. 
Cantilever, Selby. 


Black kid gypsy ox- 
ford, built-up heel, 
very flexible sole. 
Tarsal-Tred model by 
H. C. Godman. 


Grey suede and calf combined 
in open toe platform sole tie 
on 16/8 heel. Dr. M. W. Locke. 





Ag 








Foot Comfort ss « Natural” 
wy Shoe Selling 


The Automobile Industry Puts Emphasis on Comfort in Selling 
Cars. and Shoe Men Could Take a Leaf from Their Book and Stress 


That Same Theme in Selling Foot Locomotion 


“BIG on the inside and small on the 
eutside” sounds like the word-music 
of an ambitious shoe salesman; ac- 
tually, it was the sales theme used 
in a recent radio broadcast intro- 
ducing the features of the new 
Dodge car. It remained for the 
automobile manufacturer to drama- 
tize the selling idea which some 
shoe men have been using for a long 
time. The auto makers effectively 
told their listening audiences that 
the new cars were smaller, and at 
the same time satisfied the need for 
easier parking. 

If the automobile manufacturers 
find it good business to stress com- 
fort for building sales, it is a good 
signal for shoe men to do likewise. 
Shoe men might try a matching 
slogan to tell their customers that 
the new shoes meet their present 
day shoe requirements. Shoes are 
now being built to be more “com- 
fortable on the inside and stylish on 
the outside.” This same idea could 
be used to turn would-be customers’ 
attention away from the notion that 
a pair of shoes is a “priced” article 
of apparel to one which gives the 
wearer the added pleasurable expe- 
rience of walking. 

How easy it would be for a store 
that features this type of selling to 
stand apart from the average “price- 
style” appeal shoe store! Cus- 
tomers’ foot comfort is not taken 
for granted in these stores; rather, 
it is part of the careful attention 


oe 


by LOUIS G. FEMAN 





LOUIS G. FEMAN 


given to fit. Many retailers are 
anxious to emphasize the impor- 
tance of foot comfort, but are fear- 
ful of the effect such sales appeal 
will have on their present trade. Just 
how far can they go in selling com- 
fort? The punch for this kind of 
selling is delivered at the fitting 
stool, and unless the salesman is 
part of this enthusiastic picture, the 
plan will be difficult to achieve. 
The salesman. like the rest of us, 
is keenly interested in his earnings, 
and any plan for comfort promotion 
must be tied in with an idea that 
will help him to earn more. That 
is the important incentive, if he is 
to put his heart into the job of sell- 
ing more comfortable shoes. Shoe 
salesmen are always selling against 
“time” for there is no way of know- 
ing just when and how many cus- 


tomers will come into the store. It’s 
one thing to rush a customer and 
sell her a pair of shoes just to fill 
up the sales book, but far different 
results will be achieved if she has 
been fitted comfortably and cor- 
rectly. Comfort and fit will bring 
her back to the store again and 
again. 

Comfort fitting is a more effective 
merchandising idea than the current 
“follow-the-throng” into the blind 
alley of price cutting. This sort of 
promotion feeds on itself and ulti- 
mately leads to a dead end of lower 
prices and shoddy shoes. It is far 
better selling to rekindle the notion 
that we are the “guardians of foot 
health” for those whose feet we 
are entrusted to fit. It is not neces- 
sary for the shoe man to wear the 
cloak of a doctor or to use medical 
terminology. What is important is 
to have him understand the differ- 
ence between “grocery store” sell- 
ing and the fitting of a pair of shoes 
which will give the customer satis- 
faction in foot comfort. 

The salesman’s task is to prevent 
foot trouble rather than to cure 
it. Curative treatment. in nearly 
every case, belongs elsewhere. 

The problem of making the entire 
store “foot comfort conscious” need 
not necessarily be done at the ex- 
pense of any other store promotion 
or feature, already established. The 
store could set up its own “code 

[TURN TO PAGE 70, PLEASE] 


Boot and Shoe Recorder 








Officers of National Foot Health 
Ceuncil look over posters for 
Foot Health Week, and examine 
shoes submitted for criticism. 
Left to right, Dr. A. Owen Pen- 
ney, Washington, D. C., vice- 
chairman; Dr. Joseph Lelyveld, 
Rockland, Mass., chairman and 
founder; Dr. Otto N. Schuster, 
Daytona Beach, Fla., chairman 
of research and development. 
These posters will be supplied 
to shoe stores, schools and li- 
braries for Foot Health Week. 


Trade Groups Plan 





For Foot Health Week 


National Shoe Institute to Carry Out Extensive Publicity Program, 


Supplementing Work of Retailers’ and Manufacturers’ Associations 


WITH the arrival of warm weather 
and increased Springtime participa- 
tion in outdoor activities, people be- 
come more conscious of foot dis- 
comforts and of the need for foot 
care and proper shoe fitting. Dates 
for observance of National Foot 
Health Week have traditionally been 
chosen with this thought in mind, 
and this year the timing could 
hardly be better, from the stand- 
points both of public psycholog 
and of effective promotion. The 
shoe trade needs the fresh stimulus 
that can come from an energetic co- 
operative observance of Foot Health 
Week, May 21-28. 

Never before has this national 
event received such wide sponsor- 
ship or such effective promotion. 
For years the National Foot Health 
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and Professional Groups. 


Council. with the editorial support 
of Boot anp SHOE RECORDER car- 
ried the ball for Foot Health Week. 
During World War II the Na- 
tional Shoe Retailers Association 
and the National Shoe Manufac- 
turers Association joined in the 
sponsorship of the event, and their 
support gave it an increased im- 
petus. As a result, participation by 
retail shoe stores has been expand- 
ing. This year the National Shoe 
Institute has put the full power of 
its publicity and public relations 
organization behind the promotion. 
The National Association of Chirop- 
edists, as well as the National Foot 
Health Council, is sponsoring the 
event among its members and sup- 
porting groups. 
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Springfield, Ill., school children had 
feet examined during the last Na- 
tional Foot Health Week. It was 
the fifth annual free checkup of 


public school pupils in the city. 
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Left to right: “Sno- Vakers 


Queen,” fleece - lined 
boot with lambskin 
collar and new pin . xe 
seal upper, crepe type : * re 
outsole, center slide : Si. Pee eS. 

fastener. Servus Rub- 

ber Co. “Steplite” rub- 

ber boot, exceptional- 

ly light in weight, 

made in one piece of 

natural latex rubber 

without any parts ce- 

mented to the surface. 

Available without zip- 

per on flat heel last; 

with zipper on medi- 

um heel last. R. C. 

Footwear Inc. Black 

snug-fit foothold. 

Tingley-Reliance Rub- 

ber Corporation. 


Boots. 





Left, “Donny Brook,” 
fleece-lined boot with 
plaid corduroy upper. 
United States Rubber 
Company. Right, 
“Silkette,” Reacon 
Spatee in all rubber 
Fabritex. Available in 
five heel heights in 
black, brown or red 
combined with white. 
Beacon Falls. 


Left, “Nu-Hite” wo- 
men’s Boulevard Boot 
with inside slide fast- 
ener, V-cut top line. 
Right, “Shuglov Kid 
Zipper Boot,” slightly 
dipped top line. Both 
from Goodrich Foot- 


wear Division. 


More style ideas have been incor- 
porated in the Winter protective 
footwear for 1949-1950 than we can 
recollect seeing in any previous 


Makers of these rubber 
boots, galoshes, overshoes and foot- 
holds have been guided in their styl- 
ing by a number of influences. 

In relation to shoes, heel heights, 
lasts, platform soles and open backs 
have all been taken into considera- 


season. 





tion. As many as five heel heights 
have been introduced in some boots 
and low-cut patterns. A little slow in 
adding lasts designed for platform 


sole shoes, some rubber manufac- 
turers now take this feature for 
granted in certain of their styles. 
Probably the most interesting new 





development in connection with shoe 
styles is the introduction of a foot- 
hold with back especially designed 
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Enter: The 


TRUE SUMMER 


NO one could ever quarrel with the comfort and prac- 
ticability of the slip-on leisure shoe. In the better 
grades, few can take exception to the lasts, patterns and 
materials in which it was developed. but exception could 
be taken positively to the manner in which it has been 
promoted right across the board as an “all purpose” 
shoe. This fallacy in promotion goes way back to the 
days when the original Norwegian moccasin leisure shoe 
first appeared on the scene. and finding it difficult to 
classify, we promoted it variously as a slipper. leisure 
and campus shoe and finally. after detailing it with wing 
tip and quarter foxing. some of us gave it the “all pur- 
pose” look and label. 

Now along comes the “slip-in,” a shoe with all the 
merits of the slip-on shoe, but which, by virtue of its 
rugged appearance, falls instantly into the “extra pair” 
classification. 

Bostonian’s “Dunlacin” is a cinch to “slip-in” and 
“slip-off.” because it has no lacing device of any sort 
and its V-shaped gored insert makes it unnecessary to 
unfasten its strap to don and doff. It’s slim. trim and 
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“SLIP-IN, 


“EXTRA” 





dressy looking in a plump glovy leather. either natural 
or tan. And it’s a sufficiently heavy looking shoe to 
eliminate possibility of its promotion as anything but an 
out-of-doors type. It has a 
either in leather or natural crepe. 
makes it extremely flexible and light in weight. 


unlined shoe throughout with no parts other than a light 


stout sole and is available 
Its welt construction 
It is an 


leather box and counter. 

Shoes of this type would seem to be a logical develop- 
ment in view of the increasing popularity of buckle 
Certainly it is a better fitting shoe than its 
The curved strap breaks the vamp line and 
Inter- 


monk types. 
progenitor. 
helps to shorten the appearance of the forepart. 
esting too, is the extremely unorthodox line at the instep 
which again is strictly functional, helping to eliminate 
any binding at that point and giving the shoe a more 
glove-like fit. Shoes of this type should be of great in- 
terest to retailers at large who are looking for comfort- 
able. flexible shoes for Summer promotion. It may well 
develop into a new basic type and one, which we think, 


will fall into the “extra pair” classification. 
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The shoe is laced in the conven- 
tional manner up to but not in- 
cluding the two top eyelets. That's 
just the start of Dr. Hack’s method. 


A snuc feeling. particularly in 
the instep area of the foot, is ex- 
tremely important in trying on 
shoes and becomes somewhat 
more than extremely important in 
the case of orthopedic shoes such 
as those carried in Detroit by the 
Hack Shoe Company. So Dr. 
Morton Hack recommends to his 
salesmen that they employ a new 
method of lacing. 

This is conventional until the 
two top eyelets are reached. At 
that point, the lace tips. instead of 
going under and over. go over and 


Laces are pulled snug and then an 
easy-to-untie but firmly secured 
double knot is achieved by wrap- 
ping free end around the loop twice. 
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oe Man Suggests 
New Lacing Method 


Dr. Morton Hack of Hack Shoe Company, Detroit, 
Hit Upon This Method as a Means of Providing 
Snug Fitting Over the Instep and at the Heel. 





Lacing technique is then reversed 
and lace tips are passed through 
tops of eyelets. This is the first 
deviation from the conventional. 


under. The next move is to start 
the tying process in the conven- 
tional manner and then, instead of 
wrapping the free end around the 
loop once. it is wrapped around 
twice and pulled taut. 

This produces a double knot 
which not only cannot come un- 
tied. says Dr. Hack. but which 
also pulls the shoe upper snugly 
under and around the instep and 
holds it there. While a bit more 
trouble for the salesmen, perhaps. 
nevertheless it serves to demon- 
strate, as nothing else could. that 
the shoe really fits where it should 
fit and gives a maximum of sup- 


port. 


A refinement can be added if 
desired, Dr. Hack points out. 
When the two top eyelets are 
reached, the lacing can go over 
and under, as previously de- 
scribed. and then reversed and go 
under and over, thus putting a 
double thickness of lacing through 
each of the two top eyelets. From 
then on, the salesman proceeds to 
make the double knot previously 
mentioned. Dr. Hack points out, 
however. that this lacing method 
makes the shoe hard to unlace or 
loosen and takes more time than 
the average shoe wearer may want 
to spend. 


This is the finished job, firmly 
supporting instep and providing 
what Dr. Hack describes as an 


“equalizing adjustment.” 
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Keeping In Trim... 


by BEN WALTERS 
Walters Display, Inc., New Yerk 





























Above: In this children’s shoe window a 
flat applique of a giraffe has an extending 
shelf for merchandise. The center theme uses 
a tent plaque with shelves. Circus master is 
cut-out; performing seal has a ball with shoe 
hooks, set on half-round stand for displaying 
merchandise. 











——__ 














. Perspective is shown in 

- this Summer garden effect 

by using cut-out beaver 

- board doors and frame 

i} - work. Extend plank from 
| inside scene out into the 
floor ef the window. 

Small cut-out umbrella, 
table, etc., add flaver. 
Bright awning stripe ma- 
terial ties up with pillars. 
Paint beaverboard plank 
with imitation fieldstone. 


























Four Suggestions for Summer Shoe Windows Which You Can 





Install Yourself—Simply and Cheaply—to Help You Attract 


More Customers to Your Warm Weather Merchandise. 





The author will answer inquiries 
on windew display problems. All 
such inquiries should be addressed 
to Mr. Walters, c/o Boot AnpD 
SHoe Recorver, 100 East 42nd 
Street, New York 17, N. Y. 


























Samere 


we See att 
N nae 






Above: In this women’s window, paste bright cottons to 
heavy paper, cut out palm leaves, wind cotton around 
trunk of palm leaves. Platforms and floor should be grass- 
covered. Tie up a of leaf with bamboo from 

the sign. 


Confectionery window for play 
shoes. “Pop” stand has bright 
awnings; half-round ice cream 
soda has shelf for shoes and 
sign is attached to straw. Wire 
frame ice cream cone can be 
stuffed with bright pink tissue 
or cotton batting sprayed in 
pastel tone for a foamy look. 
Shoes can be displayed on wire. 
Add bright ornament for cherry. 





















Street store salon where woman’s high style shoes are 
carried. Newest concepts in design and color are carried 
out. accenting a luxurious feminine atmosphere. 


Extra Care in Fitting 


Juvenile atmosphere is created by colorful 
merry-go-round in the center of the children’s 
shoe salon. Parade circus on each oyster gray 
wall adds to the attractiveness of the department. 






Stressed in Washington Store... 


L. E. Massey Has Consolidated Three Shoe Stores Under One Roof 


In Order to Render Increased Personalized Service. 


THREE of downtown Washington’s 
most popular shoe stores have been 
consolidated under a single roof so 
that more attention can be given to 
the already successful application of 
a highly personalized service. 

The stores. all owned and oper- 
ated by L. E. Massey. well-known 
Washington retailer. were L. E. 
Massey. feminine footwear, form- 
erly at The Willard: Conformal 
Shoes for men and women, formerly 
on E Street: and Turner's Chil- 
dren’s Shoes. formerly in the Frank- 
lin Building on F Street. 

All are now in a large. modern. 
air conditioned. more conveniently 
located store—L. E. Massey at 606 
13th Street, N. W. 

A courteous. friendly approach as 
a customer enters the store, as well 
as extra care jn fitting. and a touch 
of personal interest in the custom- 
ers problems have always been 
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routine gestures of the Massey 
stores. This has paid off in a big 
way. Customers have an immediate 
feeling of satisfaction that they have 
come to the right place in their 
need for shoes to provide walking 
ease. 

With the 
space in the three-story building. 
facilities for expanded service. 


increased amount of 


larger selection and the lowest 
prices possible for quality footwear 
have been made possible. 

The exceptional 
used throughout the store is the 
carefully planned achievement of 
Mr. and Mrs. Massey. 

The first floor is devoted entirely 
to women’s high style shoes. Prices 
range from $6.95 to $27.50. 

The oyster gray ceiling and walls, 
gray rug. and the comfortable chairs 


color scheme 


along the wall—a combination of 
shrimp and gray. chartreuse and 





black, with matching stools for the 
fitters—make a beautiful setting. 
The welt-wood display counter. 
where handbags and hosiery are 
carried, is chartreuse finished in 
gold. Shadow-boxes in the walls 
where shoes are displayed, glamor- 
ize the high styles carried. 

Tastefully planned in a conserva- 
tive manner, the second floor is 
devoted exclusively to Conformal 
shoes. Comfortable leather chairs 
of forest green and maroon line 
both sides of the room. The walls 
are pale peach and gray runners 
are used on the floor since these 
shoes require a hard surface for 
fitting. 

The unusual design of the third 
floor. which specializes in ortho- 
pedic shoes for boys and girls, is of 
particular interest. Highest priced 
children’s shoes. featuring walking 
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Letters 
to the 
Recorder 


Industry Should Sell 
More Men’s Summer Types 


Editor, Boot AND SHOE RECORDER: 


I was very much interested in the 
article that appeared on page 70 in a re- 
cent issue of Boor AND SHOE RECORDER. 
This article is written under the head- 
ing of “It’s Smart to Be Cool.” I should 
like to go on record, however, to say 
that I feel that this article refers to 
something that I personally feel is of 
considerable significance to the men’s 
shoe business and I feel that your treat- 
ment of the article is rendering a ser- 
vice to the shoe industry. I hope that 
you consider it important enough to 
continue to make further reference to it. 

In your article you ask the question— 
“What has become of the Summer shoe 
business?” This, incidentally, is the 
question that has been asked a thousand 
times by retailers all over the country 
and, of course, by men’s shoe manufac- 
turers as well. 


It seems to me that it should not be 
too difficult for any of us to answer this 


question. While the consumer’s interest’ 


in men’s shoes in recent years has 
shifted rather decidedly toward loafer 
and casual types of shoes, I honestly 
fee] that the entire industry has suffered 
seriously simply because we have been 
guilty of traveling along the lines of 
least resistance, and season after season 
have offered the retail trade and the 
consumer Summer shoes that, after all, 
were not much different from regular 
Fall and Winter shoes, except possibly 
for the color. With the trend toward 
heavy soled shoes, it seems to me that 
the industry has been guilty of drifting 
along with this trend and has been 
guilty of offering more and more 
“Winter types” of shoes for Summer 
wear. 


We realize that one other thing that 
has affected the men’s Summer shoe 
business is the fact that sport shoes fre- 
quently are considered an “extra” pair 
of shoes and that the consumer is prob- 
ably less inclined to buy this extra pair 
of shoes because of the fact shoes are 
priced considerably higher than they 
were in the prewar days. I claim that in 
spite of this, the industry has been guilty 
of failing to overcome this objection by 
making the types of shoes available that 
could probably be worn 30 days earlier 
in the Spring and 30 days later in the 
Fall and in this way justifying the con- 
sumer’s investment in this extra pair of 
shoes. 


Shoes made with a lightweight con- 
struction, close trimmed edges, light- 
weight details, lightweight calfskin, 


May !, 1949 





PSU iiss SUEDE KID 









_BURK’S suede kid is 
as you lke it...nappy with 


lightweight flexible outsoles, and in my 
opinion, merchandised effectively, ought 
to be the means of enabling an enter- 
prising dealer to win back some of the 
lost pairage that your article refers to. 

I believe that the introduction of this 
type of footwear is sound merchandising 
and becomes increasingly important to 
the industry, because I am sure that 
you will agree that if the industry con- 
tinues to make more and more of the 
double and triple types of shoes, it will 
continue to seriously affect our pairage. 

It is hard for me to understand why 
the idea of lightweight shoes cannot 
successfully be introduced if it has the 


that’s 
all you 
need 

to know 


ati 


BURK BROS. 


_ PHILADELPHIA 23 


proper type of promotion. This Spring 
and Summer, as has been the case for 
a number of preceding years, clothing 
merchants will sell thousands of “Sum- 
mer types” of suits. I refer to Summer 
gabardine, tropical worsted, Palm 
Beach, seersucker and other types of 
Summer lightweight fabrics in men’s 
clothing. By the same token this tre- 
mendous segment of the population will 
buy straw hats or other lightweight 
headgear to be in tune with the season 
and also for the purpose of enjoying 
the lightness and cool comfort that 
the above mentioned suits and hats 
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Summer's Mood Seeks Comfort 


OBSERVANCE of National Foot Health Week, May 21 
to 28, will mark the 24th year that this event has been 
conducted under the sponsorship of the National Foot 
Health Council, with the co-operation of professional 
and shoe trade agencies, including Boot anpD SHOE 
RECORDER. From all indications it promises to be the 
most extensive and carefully planned Foot Health Week 
since the observance was first inaugurated. It comes at 
a time when such a reminder can be very helpful, both 
to the public at the beginning of another active outdoor 
season, and to the shoe trade when renewed emphasis on 
foot fitting and shoe service can contribute much to the 
welfare of customers and the acceleration of sales. 

Shoe merchants are not foot doctors and the service 
their salespeople render in the fitting of shoes has not 
received professional recognition. Nevertheless, the shoe 
man has a definite responsibility in helping to maintain 
the foot health of his customers by providing an ade- 
quate assortment of the right types of shoes and by 
proper fitting to serve the needs of the individual cus- 
tomer. For this reascn and because it also serves the 
shoe stores of the country in “Getting More Shoes Sold 
Right,” Boot anp SHoE RECORDER has always taken a 
leading part in the promotion of Foot Health Week. 

This year the event has a wider sponsorship and a 
more general support than ever before. National Shoe 
Retailers Association is actively supporting the week 
and gave it an enthusiastic send-off in the April member- 
ship bulletin National Footwear News. The National 
Shoe Manufacturers Association has co-operated for 
several years in promoting Foot Health Week, and this 
year the National Shoe Institute, which is the public 
relations agency of these two national shoe groups, also 
lends its powerful and vigorous support. 

Through press releases and other publicity channels, 
the National Shoe Institute will broadcast to the nation 
the fact that the period from May 21 to 28 is National 
Foot Health Week. It will tell thousands of people who 
never heard of Foot Health Week before the real mean- 
ing and purpose of the observance and put in their minds 
the thought that there is something they can do, by 
means of better fitting shoes, to get rid of discomfort 
and pains so many of them have experienced. 


The National Association of Chiropodists is another 
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organization that is sponsoring the observance of Foot 
Health Week through the organization of regional, state 
and local Foot Health Week Committees by affiliated 
societies representing that profession. This organiza- 
tion, as well as the National Foot Health Council, will 


issue posters and mail thousands of news releases. 
So it appears that this 24th National Foot Health 


Week will lack nothing in the way of official sponsor- 
ship, publicity or promotion. Very few events affecting 
the shoe trade have ever received such unified support 
or had so many strong and effective agencies working 
zealously for their success. Only one thing more seems 
necessary to assure results that will be tangible and 
worth while. That other important essential is the united 
co-operation of retail shoe stores everywhere. 

There has been a mistaken tendency on the part of 
many shoe people in the past to regard National Foot 
Health Week as something that belonged primarily to 
the so-called “orthopedic shoe store.” Nothing could be 
farther from the truth. The store that emphasizes spe- 
cial feature footwear, including the arch types. special- 
ly designed lasts and shoes of that general category 
will naturally support a promotion of this kind. But 
Foot Health Week is actually much broader in its 
scope. Today, as never before, style and foot comfort 
march forward side by side. As Dr. Feman’s article, 
published elsewhere in this issue, points out, the auto- 
motive industry stresses comfort and the “easy ride” as 
much as style in its promotion. Why should not the shoe 
store, likewise, stress fashion plus the “easy walk.” 

Time was when shoe men figured customers had no 
interest in foot comfort until they became eligible for 
“mama shoes.” The youth of those days, so the reason- 
ing of the shoe trade ran, would suffer pain and dis- 
comfort gladly for the sake of a small size and a high 
heel. If youngsters ever really felt that way they have 
gotten bravely over it. A RECORDER consumer check 
last year showed the desire for foot ease and comfort, 
especially in Summer, was one of the compelling motives 
that made smartly dressed young business girls go over- 
board for casual shoes. 

The smart shoe man makes it a rule to keep his sales- 
manship and promotion abreast of the consumer’s chang- 
ing moods. Foot Health Week is his opportunity. 
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The new little wedge by 


SIMPLEX 
is destined for popularity 


ntsc T 


. of course 


Simplex knows how to please the young 
misses who are fast becoming fashion 
conscious. Gleaming Colonial Patent is 
the obvious leather to use because it’s so 
smart and dressy looking. . . just like 
Mother’s favorite shoes! 

Colonial Patent is so pliant it’s easy to 
work with— makes any shoes more com- 


fortable. Send for your samples today. 


Colonial Tanning Company, Inc. ey 
BOSTON 11, MASSACHUSETTS : 
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DIRECT MAIL: 


EFFECTIVE AD MEDIUM-- 


Second of Three Articles Devoted to the Various Phases of Preparing 
Good Direct Mail Pieces Which Should Enable the Shoe Retailer to 


Increase His Business Substantially. 


by IRVING SETTEL 


One of a Series of Ad-Viser Articles, Offer- 
ing Shoe Retailers the Means of Produc- 
ing Sales-Compelling Advertisements. 


SOMEONE once asked a direct mail specialist to ex- 
plain the uses of this type of promotion. His answer 
was quick and every apt. “Direct mail,” he said, “can 
be used in the following ways: As a pathfinder: as an 
introduction: as a personal salesman: as a customer 
reminder: as a good will builder: as a sales increaser: 
as a stimulant for active customers; as an effective tonic 
for inactive customers: as a reviver for almost dead cus- 
tomers. Direct mail is the most versatile of all adver- 
tising media.” 

Direct mail is not only versatile, it is also the most 
flexible within its own field. It lends itself to many 
forms of salesmanship where “others fear to tread.” 
For example. it has been used successfully for mis- 
sionary work preceding visits of salesmen: it has been 
used as a follow-up of salesmen: it lends itself to the 
emphasizing of special sales where the advertiser de- 
sires to control circulation. Most important, direct mail 
actually gets into the homes. Even the best salesmen 
are not welcome in many places where the postman is 
greeted enthusiastically. 

As a retail shoe merchant, there are a number of 
types of direct mail pieces which are suitable for your 
use. Let us consider the most practical of these and 
what they can do in terms of sales. 


Letters 

The most commonly used direct mail form is the 
letter. It is highly effective because it simulates the per- 
sonal message which people are accustomed to receive 
every day. This type of promotion may be typed indi- 
vidually or reproduced by machine. The following points 
are important to remember: 

1. Compared with most mailing pieces, letters are 
inexpensive. The use of modern mechanical devices 
such as the multigraph or the mimeograph machines 
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have made inexpensive quantity runs possible. Of 
course, individually typed letters are most effective. But 
this method is expensive in both time and money. The 
multigraph machine, closest to the original typing, is 
used to simulate the individual letter. This can dupli- 
cate the “color” of your own typewriter ribbon. Fill-in 
salutations make the message appear personal. 

2. A letter is usually read more carefully than a 
carefully planned circular. 

3. To be effective, the letter should be short. well 
written and to the point. It should employ all the rules 
of effective advertising. 

4. The letter has been used successfully to promote 
single items of merchandise. the institution. to solicit 
new business. to promote collections. etc. Many retail 
shoe merchants use a standard form letter to express 
congratulations to people on lists of marriages. births 
and graduations. taken from the local paper. Such a 
direct mail piece creates good will among potential 
customers. 


First Class Mail Cards 


This type of promotion consists of either an unfolded 
piece of cardboard with a message or a government 
penny postcard. The government card has been used 
extensively by retailers throughout the country with 
excellent results. Some businesses frown upon this 
method of advertising: nevertheless, it has proved its 
worth. A postcard is more apt to be read than any other 
type of direct mail piece. It requires only a glance to 
read the message. No opening of envelopes complicates 
matters. If the message is short and effective, the reader 
will respond. It is excellent for announcing sales, sell- 
ing single items, making special offers, etc. It can be 
written by hand or printed in one or more colors. The 
cost of mailing is always one cent and preparation can 
be had equally inexpensively. For its cost, certainly no 
other type of promotion can compare with the govern- 
ment post card. It is possible, too, to obtain return 
postcards from the post office. These come attached to 

[TURN TO PAGE 66. PLEASE] 
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When the Box Is Opened. 


Does the Finish Help the Sale? 


WMTed 


FINISHES 


PRODUCTS OF 
B B CHEMICAL CO. 


FINISHES FOR UPPERS 
BOTTOMS © HEELS © EDGES 


HIGHLY competitive selling conditions require that you 
give your shoes every advantage. Match the style and fit 
of your shoes with a finish that does them justice — a 
finish that appears as smart in the retail shop as when it 
left your packing room. 

Time takes a toll of finishes unless formulas are cor- 
rect for every run of leathers. Periodic checks by the 
United Finishing Specialist help you provide the perfec- 
tion of finish your customers appreciate and expect. If 
you have a finishing problem... or want to improve 


your finishes... phone for a United Finishing Specialist. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, 


MASSACHUSETTS 























MORE PROFITS we Le Mew 


DOUGLAS 
STYLES 


Always keeping a firm hand on 
ever changing youthful styles, yet 
never for a minute forgetting the 
more classic or conservative . 

the New Douglas Versatile Styling 
offers a far reaching market .. . 
a definite feature that means MORE 
PROFIT TO DOUGLAS DEALERS 


STYLE 2386 STYLE 6350 STYLE 2391 STYLE 2371 


There is more business with the 
New DOUGLAS STYLES 


There is more profit with the 
New DOUGLAS In-Stock Service 


There is more satisfaction in 


“America’s Best-Known Shoes” 





New York Offices, 508 Marbridge Building, New York 1, N. Y. 
West Coast Offices, 401 Haas Building, Los Angeles 14, Calif. 


W. L. DOUGLAS MSHOE CO.,BROCKTON 15, MASS. 
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SALES PACE SWIFT 
IN ROCHESTER 


THE pre-Easter pace in women’s 
shoe sales in Rochester, N. Y., was 
swift, and all indications were that 
volume for the months of March and 
April would be at least equal and 
probably exceed the March-April 
total for 1948, buyers reported. 

“Navy, navy, navy!” was the cry 
of the customer as she filled out her 
wardrobe with blue accessories. Navy 
shoes were selling as high as 70 and 
80 per cent of total purchases, the re- 
tailers said. 

Second and third choices varied 
with the stores and with what they 
lad promoted. Brown was reported 
in big demand in some stores; tans 
were important in others. While one 
leading department said demand for 
bright colors was not too noticeable. 
another said green was running sec- 
ond to navy and red was third. Trail- 
ing navy and brown in one depart- 
ment were balenciaga and then black. 

The heaviest demand in styles was 
for opened-up shoes of all kinds. The 
sling pump on a platform was run- 
ning number one in many depart- 
ments. and the demand for ankle- 
strap sandals was reported to be very 
good. To some extent this demand 
for open shoes had not been antici- 
pated fully, for retailers earlier this 
year had thought the percentage of 
closed styles would be larger. How- 
ever. they were well stocked with 
closed toe, open vamp models which 
were popular. 

To emphasize the closed-opened 
angle, the M. A. Mittleman Co. ran 
an ad offering both “Closed or Ex- 
posed!” models and stating that 
“Peep-show or covered toes . . . there’s 
room for both in your wardrobe!” 

Shoes at $10.95 to $12.95 were get- 
ting big promotions from the leading 
department and sepcialty stores. B. 
Forman Co. introduced a new series 
of shoes at $12.95 in its main floor 
department where $14.95 had heen the 
lowest style shoe price. Others were 
emphasizing their lines at comparable 
prices. 

* *¥ * 


BUSINESS PICKED UP 
IN NEW YORK 
BusINEss picked up nicely in many 
New York shoe stores and depart- 
ments during the two or three weeks 
prior to Easter. While some shoe 


May |, 1949 


stores reported business only “fair,” 
most merchants expected to make 
their last year’s figures for the same 
Easter selling period. The big news 
was in color and the color was navy. 
All stores reported that there was tre- 
mendous demand for this color, espe- 
cially in calfskin. In a number of 
style departments it was outselling 
suede. Some stores reported a short- 
age in dressy calfskin shoes. “Blue, 
blue, blue,” was the answer of a 
number of merchants to the question 
to what was selling. Some grey and 
some balenciaga or the newer Burnt 
Almond brought in a little business. 
While red and green sold in reptiles. 
the demand for these colors seemed to 
be more in casual shoes, with some 
call for green in walking shoes. Navy 
blue took away much of the black 
business but some black patent leather 
shoes were selling. 

«In most stores the big demand was 
for opened-up shoes with the closed 
back and open toe shoe ahead in sales. 
Where closed shoes were selling, the 
pattern in style shoes was most often 
an opera or a shell pump. The open. 
lattice effect vamp continues to be a 
popular and high style treatment. 
“Trellis Silhouettes” one quality store 
named them; “Vignette Vamps” was 
how another high style merchant de- 


scribed them. 
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takes 2 stand for both sides! 


What's your whim? Peep-show or covered toes? There's room 
for both in vour wardrobe. Top: Camela pump in BLACK, 
BLUE or SHERRY BEIGE SUEDE. Bottom: PLATFORM 
sling in BLUE CALF or BLACK PATENT. High or midway 
hee! 
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Closed or exposed, the big question 

of the moment, was answered in this 

way by M. A. Mittelman Co., Roches- 
ter, New York. 


Platform soles were very much in 
demand; the quarter or three-eights 
of an inch being the most wanted. 
One large department, however, re- 
ported a call for platforms up to two 
inches. Another store. with a very 
style-conscious trade, sold only one 
platform shoe, but that sole was an 
inch in height. It was used on a 
24/8 heel shoe. The range of heel 
heights which were bought was a 
wide one, from high to flat. 

* * * 


WIDE VARIETY OFFERED 
IN BOSTON 


E ASTER Week in Boston saw shoe 
stores and departments offering a 
wider variety of patterns, colors and 
materials than at any time since be- 
fore the war, achieved, in the case of 
a few of the lower price stores, at the 
expense of sizes and resulting in a 
higher than usual percentage of walk- 
outs. Shopping from store to store 
reached its Spring peak, and buying 
was variously described as being fair, 
good or very good. 

Among the higher-grade stores. 
Thayer McNeil offered. a line of 
pumps, some with low heels, others 
with high heels, in leathers including 
black, brown or blue calf and some 
blue suede, at prices ranging from 
$15.95 to $24.50. At a considerably 
lower price, $7.95, the same store of- 
fered wedge heels, platform sandals 
in green, blue and multicolors. 

Filene’s Shoe Shop on the fifth floor 
of the store reported acceptance of 
ankle strap sling-backs with open toes, 
and cut-out pumps, some in black or 
navy suede, one in balenciaga suede 
and one in black or brown smooth 
calf at $16.95; though this same de- 
partment, normally dedicated to the 
sale of high grades only, promoted 
during Easter Week, soft-toed leather 
blucher oxfords with wedge heels and 
soles ef crepe rubber, at $3.99, in 
yellow, red, green. blue, black and 
white. 

Suede leather was also prominent 
in the styles being pushed by the 
E. T. Company, Tremont Street. At 
$10, there was a sling-back, open toe 
model with porthole perforations in 
black suede or in navy calf; an open 
shank sandal type with ankle strap, 
in black, navy or cocoa suede; and 
an ankle-strapped, closed toe pump 
in black suede or navy calf. The strap 
was detachable. 
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More conservative styles, carried by 
Conrad’s, on Winter Street, included 
pump types, a few with open toes and 
. fewer with open heels, at $8.95 to 
$10.95. Leathers included black pat- 
ent, smooth calf in navy, black, brown, 
red or green; and suedes in navy. 
brown, almond or grey. 

While grey suede was seen fre- 
quently, it was featured heavily by 
only one store, Kennedy's, on Summer 
Street, in medium heel pump types. 
one with closed toe and heel, the 
other with open toe and ankle strap— 
the former at $10.95 and the latter at 


$11.95. 
ih 





The Walk-Over Tremont Street store 
featured an open toe, sling-back ox- 
ford type with tear-drop perforations 
replacing the eyelets in grey, green 
or red, and in smooth calf or suede in 
a variety of heel heights, at $8.95. 

Retailers reported that black and 
were the two popular 


navy most 
colors. 
= = * 
GOOD APRIL VOLUME 
IN DETROIT 
THE pessimistic mood of Detroit 
shoe retailers. characteristic of re- 


cent months, has largely disappeared 
as a result of a good early April vol- 
ume, directly caused by comparison 
with last year. The pick-up came late 
this year, because of the Easter date. 
and many retailers were unduly dis- 
couraged in March by attempting to 
compare figures week by week. with- 
out allowing for the holiday date dif- 
ferences. 

While reports differ to some extent, 
the general report from typical neigh- 
horhood stores is that business is 
down about 10 per cent. in pairage, 
from last year for the first three 
months. Full consideration of the 
Easter trade figures indicates that 
there is no reason for pessimism in 
these figures. In the downtown stores. 
volume in some cases was reported 
equal or even exceeding last year. 
resulting in, some cases from more 
aggressive merchandising. Actual dol- 
lar figures tended to sag. because of 
differences in the average price level 
customers were paying for shoes. 

One important result of the late 
Easter has been an opportunity to do 
more for Spring style promotion in 
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Three shades of blue, the color that 

led Easter sales in all parts of the 

country, were shown by Himelhoch's, 
in Detroit, Michigan. 





women’s lines. and a number of lead- 
ing stores and specialty shops took ad- 
vantage of this. Color was given con- 
siderably more emphasis than last 
year, and the early reports of public 
reception were generally very favor- 
able. . 
Blue appeared to be the leading 
color in style reports, mostly in the 
darker shades. Some stores reported 
a surprising amount of interest in red 
this year, and the sentiment was ex- 
pressed by at least one of the city’s 
‘op buyers that red may come out a 
leader over green in total sales dur- 
ing the coming months. 

Balenciaga or cocoa was reported a 
surprisingly good secondary seller 
and coming along to the point where 
it was selling about even with patent. 
However, a contradictory report came 
from one leading buyer in the strictly 
high style field. where patents. which 
were strong here during the Winter 
in many stores, had reached the point 
of leading sales. outselling even the 
popular blue leathers. Black suedes 
and reptiles in various colors were 
also selling well. 

Several good signs of present busi- 
ness volume were noticeable in an ob- 
servation of downtown stores. Mer- 
chants found themselves forced to put 
in extra time to handle store details. 
not having the slack time they usually 
experienced at certain times of the 
day or week. Retail inventories. 
while not excessive, appeared to be 
fairly adequate in comparison with 
sales volume in most lines. 

* * = 
ST. LOUIS PINS 
HOPES ON WEATHER 


EARLY in April St. Louis shoe re- 
tailers were pinning their hopes for 
a March-April volume equal to or 


near the equal of a year ago on nor- 
mal Spring weather. By as late as 
the second week in April prospects 
were not too bright, however, al- 
though the rapidly approaching 
Easter was stimulating store traffic 
and sales. even if the weather as 
not. The week of April 11, however. 
began with both more sunshine and 
warmer temperatures, with notice- 
able results. 

Several buyers, however, said that 
post-Easter clearances, as well as a 
heavy schedule of Summer white pro- 
motion-. might be necessary to bring 
volume up to planned levels. Others 
pointed out that they expected to do 
2 good volume the latter part of April 
on Spring shoes anyway, as many of 
their customers had put off buying 
because of the cool weather; and that 
the fact of Easter having passed 
would not be a sales deterrent. 

One noticeable change in shoe mer- 
chandising here this Spring—although 
it has been in process for many 
months—is that a number of the 
larger departments are returning to 
their own name brands in an effort to 
cater to the demand for lower priced 
footwear. In conjunction with their 
nationally branded merchandise, this 
offers them the chance to get the cus- 
tomer who has switched back to the 





chain outlet in the interval since the 
war, buyers assert. 
¥* * * 


BLUE FAVORED COLOR 
IN CHICAGO 


BLUE continued to lead as_ the 
favored color in Chicago retail shoe 
quarters up through last minute pre- 
Easter selling. In fact, in some quart 
ers blue sales were so dominant tha’ 
this color could be regarded as basic 
as black. Black also sold well, as did 
grey, cocoa and the tans, red and 
green. Patent also had a good con- 
sistent demand, particularly in the 
more highly styled end. 

Blue promotional activity lessened 
by mid-April and was replaced by 
emphasis on patent and color. Joseph 
Salon Shoes referred to “The Patina 
of Patent—as the perfect complement 
to crisp Spring fabrics in black or 
iridescent brown.” O’Connor & Gold- 
berg devoted a quarter-page adver- 
tisement to a collection of shoes in a 
“Riot of Colors” and also let a 
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For your Making Room ... here are three 
adhesives for Channel Cementing to meet 
varied requirements—and meet them well! 


@ Be Be Bond (SOLVENT) 510 — This medium- 
fast drying cement made with smoked sheet 
rubber meets the requirements for leather 
soles. It may be applied by hand or machine. 


@ Be Be Bond (SOLVENT) S-737—A neoprene 
cement for leather sole channels having out- 
standing bond and tack. 


® Be Be Bond (SOLVENT) L-8 — This white crepe 
rubber cement for rubber sole channels is light 
in body, tacky and dries fast with a very strong 
bond. 
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In Channel! Cementing, too, 


there’s an Adhesive that’s 


made for your operations ! 
ee efficient general shoemak- 





Whatever your needs for 





ing cements, look to your 
United sales representative for helpful 
counsel and a dependable source of supply. 
Ask him for your copy a 
of “wre Adhesives”, an OC ADeeeve, 
easy-to-read,8-page bro- 4 
chure of facts on dozens 
of high quality adhe- 
sives for shoemaking. 













Be Be Tex Cements 


Products of B B Chemical Co. 


UNITED SHOE MACHINERY CORPORATION °* BOSTON, MASSACHUSETTS 
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smaller advertisement take over sole- 
ly for “the Grey story.” Chas. A. 
Stevens & Co. featured python sandals 
in red. green. brown. black and multi- 
colors. 

Shoes also shared the limelight in 
Spring fashion presentations. At 
Marshall Field & Company color dis- 
plays in the main accessory aisle in- 
cluded settings of red. green. cocoa 
and pastel shoes with the phrase, 
“It’s the Touch of Color that Fashions 
a Costume—The Startling Shoe.” In- 
cluded in a Spring apparel window 
series at Mandel Brothers was one 
devoted to entitled “Tomor- 
rows Forecast Lightfooted Fash- 
ions—A light shoe. a dark shoe, a 
bright shoe. the right shoe for you.” 


she es 





Joseph devoted an entire advertise- 
ment to fashion forecasts. predicting 
the importance of “fabric and straw 
accessories with sun-time cottons. the 
patina of patent with surah silks, 
linen shoes to repeat linen costumes, 
shantung shoes with shantung.” Cham- 
ois. green-gold. candy colors were 
also marked as important. 

Men’s shoe promotions also began 
te increase. particularly in men’s fur- 
nishing stores. O'Connor & Goldberg 
featured brushed leathers for wear 
throughout the Spring and Summer 
months. Maurice L. Rothschild de- 
voted an entire advertisement to men’s 
gold shoes.- Henry C. Lytton & Com- 
pany promoted Scotch grain for dress 
wear. and Baskin showed monk strap 
oxfords in blue or reverse 
calf and tan polished calf for wear 
with jacket and slacks sport outfits. 

= = * 


BLUE LEADS BALTIMORE 
SALES 
Tit Gret week im April found Behi- 


more shoppers clamoring for blue. 
particularly in suede and calf—jewel- 
tone blue calf and this color’s many 
variations for their Easter turn-outs. 
Blue suede proved so popular that 
ene retail shoe buyer stated that it 
went over better than in the last two 
years. 

Following in popularity were black 
calf and patent leather. Balenciaga 
suede also went well, especially in one 
specialty store catering to a higher 
priced clientele. Opel White. man- 
ager of Hahn’s, reported that black 
suede and calf sold in every style and 


brown 
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heel height in his store and that vol- 
ume sales went way over those of last 
year. 

So far as styles were concerned, 
sling pumps, shell versions of the 
pump, platform sandals, ankle straps. 
open shoes and casuals moved rapidly. 
Sales resistance toward the latter 
was noted in the dressier types, start- 
ing at $12.95. 

Children’s shoes were moving in 
patent leather Mary Janes and ankle 
straps. Saddles and _ loafers 
holding their own traditionally with 
the small fry. 


were 


* * * 


WHITE LEADING IN 

MIAMI SALES 
Wuite is again taking first place in 
volume sales in Miami, it is reported 
by a majority of the shoe dealers. 
There has been a mad rush for color 
all season, but for the past month 
white has been important. Second in 
sales volume or as a Summer trend is 
white and color combination. Black 
is still quite active. The high colors 
are moving. Navy continues to be 
good, and the red and brown tones 
are in the picture. Browns run up 
into the honey beige shades. 

The Summer picture, as forecast by 
sales to visitors returning to their 
Northern homes and wanting the latest 
in Summer shoes to wear before such 
styles are displayed in the North, in- 
dicate that the popular shoe is fol- 
lowing the trend toward nudity. In 
dress it is the wide midriff and off- 
shoulder type that has and is having a 
big play. In shoes it is a mere sole held 
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Schieisner Company, Baltimore, Md., 

capitalized on the trend toward 

femininity in this ad featuring the 
“Frilly Look." 


together with thin strands of leather or 
other material. 

From the most exclusive shoe salons 
to the popular price stores, there con- 
tinues to be a big demand for straw 
and fabric. Linen continues to be in 
demand. as well as certain types of 
shantung. Shantung is being featured 
in more dressy shoes than is linen. 
The new nude look is carried out in 
other materials such as black patent 
with mesh. multicolored woven leather 
straps. nylon mesh. 

Easter shoe sales covered a wide 
variety of styles. Low cut pumps, 
bracelet strap sandals, classic silhou- 
ettes, bows, drapes, twists and trims, 
white and all the tones of a technicolor 
picture—everything was selling. 

= = * 

LINCOLN’'S EASTER SALES 

TOP LAST YEAR'S 


EASTER shoe sales in Lincoln, 
Neb.. ran about 10 to 15 per cent 
ahead of last year in women’s lines, 
with independent merchants record- 
ing the best gains. Chains were doing 
little better than breaking even with 
last year’s April figures and were 
down about 10 per cent for March, 
due to bad roads and inability of 
farmers and small town shoppers te 
get to Lincoln. Children’s shoes gen- 





erally were ahead of last year, and 
men’s shoes were ahead in independ- 
ent stores, but down in most chains. 

Volume sellers cited in April in- 
cluded platform sandals in grey and 
balenciaga suede and single sole 
sandals in black patent and blue calf. 
One buyer reported a good demand 
for snakeskin shoes in the $18 and 
$19 price bracket with matching bags. 
Popular numbers were a light green 
snake sling pump with low platform, 
a natural snake sandal with low plat- 
form and a cobra sandal which moved 
well in red, green and brown. 

Both high, midway and low wedge 
heels were reported in demand at an- 
other store in pumps with thin ankle 
straps at $12.95. Black patent and 
green calf were most wanted. Still 
another buyer reported an unusual 
demand for color in both calfskin and 
suede in shoes selling under $15. In- 
cluded were low-cut shell pumps, 
high heel anklets, sandals and baby 
doll pumps. About 75 per cent of the 
selling was in platforms, and best 
colors were green. red, grey and blue. 
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Don’t Forget the Kids 


BAKERS are busy handing out free cookies to the chil- 
dren. The soft drink bottlers are running everything from 
rodeos to fashion shows for them. Candy manufacturers are 
courting the youngsters in all sorts of pepped-up promo- 
tions. Automobile manufacturers are earmarking millions 
for modern advertising schemes designed to endear their 
products to the juveniles who, of course. won't be able to 
drive them for some years to come. Even electric com- 
panies, steel manufacturers and other giant industrial firms 
are kid-minded. 

The reason? Children wield tremendous buying pressure 
upon their parents. They become grown-ups sooner or later. 
and the modern business man looks ahead. wants to guar- 
antee his market in the future. And, they are. because of 
their active ways, higher-than-normal consumers in many 
lines, especially shoes. 

But none of these is the main reason why everyone is 
so child-conscious. It’s the stork. He has suddenly become 
the ally of every merchandiser. This baby-toting bird has 
a war record that earns him every Army and Navy “E™ ever 
dreamed up, and what’s more. he hasn’t slowed down since 
the cessation of hostilities. 

Take a look at 1939, for instance, before the war got 
under way. Brother Stork was making only 17 visits per 
thousand people. Shortly thereafter he began zooming to 
new highs. By 1947 he had reached an amazing peak de- 
livery season of 26.2 babies for every thousand citizens. That 
is a 50 per cent increase and means that where there would 
have been just two little shavers running around. there now 
are three. 


In actual babies that amounted to 1,000,000 extra, in 1947. 
It also meant 1.000.000 pairs of little feet requiring shoes, 
a 50 per cent increase in demand! It means that manufac- 
turers of baby shoes have been experiencing an encourag- 
ing demand all through the war years and that the babies 
are still coming along at a growing rate to make for in- 
creased demand. All this opens up a door to expansion for 
the energetic entrepreneur who wants to build a big sales 
record. : 

Manufacturers should, therefore, begin to think in terms 
of these figures and, to keep their places in the market. 
should (in the case of one-year-olds) produce and merchan- 
dise three pairs of shoes for every two of their prewar 
record. More important, there is a tremendous group for 
them to go after. Most students of birth rates feel that the are automatically adjusted to serve all custom- 
peak may have been reached, but they estimate that it will ers. Three separate buttons on the instrument 
recede very slowly, may never return to its earlier low point. 





PRIMEX SHOE FITTERS 


»anel provide light. medium and heavy pene- 
At the moment only those who cater to little tots are P 7? 


feeling the surge, but, in a way, they are the least fortunate, 
for they were the ones caught unawares. Merchandisers of 
children’s shoes are probably the best off. for even now 
they are beginning to feel the demand increase as the first 


tration to accommodate the difference in thick. 
ness of men’s. women’s and children’s feet. 


PRIMEX is designed (1) to speed the buying 


of this bumper crop of babies begins to reach the five-, six- decision (2) to get new, permanent customers 

and seven-year marks, and they are in 2 position to make (3) to modernize and beautify your store. 

the most of it with shrewd campaigns and clever merchan- via 

dising. For full details write PRIMEX EQUIPMENT 
Those who cater to ages above that have to wait a few CO., Dept. BS-5 135 South La Salle Street, 

years, but they can be making plans now. Manufacturers Chicago 3, Ilinois. 

and suppliers who think in terms of teen-agers will find \ 


— 


EP neat! 


their markets zooming in the middle 50’s and keep right 
on into the 60’s. jways r S 
Attracting the child’s attention is an interesting propo- a 


sition. Few shoe men discount the child as a factor in 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Maz WUT thy and Markets 


New England 


WuiLe New England’s volume factories for the most part 
were seasonally quiet during much of April, several factors 
combined to create a feeling of optimism. Among these 
were the depletion of inventories in the hands of whole- 
salers and large reta‘lers who did a better business during 
April than for several months; and Fall footwear orders 
placed to date by large chains and mail order houses, some 
of which were detailed during the last half of the month, 
thus permitting the advance cutting of black shoes, at least. 
Those orders not detailed, will be, it is expected, at the 
Popular Price Shoe Show of America which is to be held 
in New York, beginning May 23. 

In women’s lines designed tv retail for approximately 
$10, New England’s leading manufacturers report that 
initial orders for white shoes were smaller than had been 
expected, and that reorders, normally received toward the 
end of April, have also been small. In popular price lines, 
they say, the place of white has been taken by casuals in 
linen, mesh and other materials. 

Orders booked earlier for men’s shoes were largest in 
types designed to sell from $8.95 to $10.95. In this price 
range, reorders are expected about mid-May, following post- 
Easter selling at retail. 


New York 


PRODUCTION reports have become more and more spotty. 
Some manufacturers have slowed down or stopped tem- 
porarily to take a breath to see where they were headed. 
Other manufacturers have been working principally on 
reorders for immediate delivery, and on Fall samples for 
the Guild of Better Shoe Manufacturers and Board of 
Trade Shows. Manufacturers generally did not express 
bright optimism or dark pessimism about prospects for 
the Fall, perhaps. because, as several of them said. this 
was a transition period between seasons. And the fact that 
it was considered a bit too early to get a buyers’ reaction 
for the Fall season was given as a reason for some of the 
“T don’t know” answers. 

The old bogey of high material and labor costs still made 
manufacturers skeptical of any substantial price reduc- 
tions on Fall shoes. One manufacturer explained his opin- 
ion of the situation this way, “Unless prices come down 
substantially, cuts will be of no value. This is a waiting 
period. If a man cen live through this trying period, he 
should be able to survive. It will be our job to give the 
public better shoes. better styling—in other words, give 
them the best shoes we have ever made. As far as prices 
are concerned. I don’t believe we can buck the economic 
trend toward lower price lines.” He added that manufac- 
turers need more comprehensive lines to get extra business, 
and that these lines would have to include more patterns 
and more interpretations which would create interest. 
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Another manufacturer, stating his position on price re- 


’ ductions, said. “Our firm won't compromise on quality to 


charge lower prices. In order to reduce price, it is neces- 
sary to change the processing and manufacturing set-up 
completely (under the present high costs) with the result 
that quality and prestige built up over the years would 
have to be sacrificed. We don’t want to do that.” 

The attitude that it was now necessary to knuckle down 
and promote and sell shoes more vigorously than ever 
before was prevalent. 


St. Louis 


On the eve of the Third Fall Showing of the St. Louis 
Shoe Manufacturers’ Association. held here late last month, 
the thunder of silence cloaking the future of prices still 
prevailed. An exception—which occurred earlier in April 
—was the announcement of the new lower priced Accent 
women’s line by International. This, of course. was not a 
price reduction, but instead a new line in the popular price 
field. Whether this action could be considered indicative 
of a trend to be followed by other manufacturers was not 
known as this was written. 

Some producers felt that it might be, while others 
pointed out that it was merely a continuation of a trend 
already long in process. Their observations no doubt 
stemmed from the fact that the St. Louis shoe industry 
had been producing lower priced shoes in heavy volume 
ever since the casual shoe became big business. 

In support of the contention of the first named group— 
those who feel that the International announcement might 
forecast a number of new popular price branded lines— 
there is the fact that action of the large producers nor- 
mally does have a strong influence on the market. 

Disregarding the potential significance or lack of sig- 
nificance of International’s new line in possibly influencing 
the price policy of other manufacturers, there is. never- 
theless, a feeling in the market that the trend of the times 
in nearly all commodities is to popular prices, whether it 
be effected through reductions or through the vehicle of 
new, more economically produced brands. At a time be- 
fore the prices of Fall lines had been announced, a num- 
ber of manufacturers here hinted that inclusion of new 
lower priced patterns in regular lines and the addition of 
new lines in some instances probably could be expected. 


Chicago 


FaLr samples went into the hands of salesmen on the 
road early in April and had their first showing to some 
retailers just before Easter. A few stores appeared ready 
to place some business, but most of them wanted to hold 
off until a later date. Retailers appeared more interested 
in staple shoes for Summer selling, the type that will also 
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Don’t Forget The Kids 
[CONTINUED FROM PAGE 63] 


determining the place at which shoes shall be purchased. 
Of course, toddling Junior cannot be won over by ads, either 
written or spoken, or, for that matter, in jingle form. He 
will respond, however, to thoughtful treatment. A lollipop 
will make him happy, keep him occupied and relax him, so 
that shoe fitting will be no wrestling affair. An animated 
decor helps, as do some toys and, best of all, patient. 
pleasant salespeople whose sense of humor can get them 
through a day of problem children without a nervous dis- 
order cropping up. Parents will doubtless return to this 
store for later purchases. 

Shoe dealers can afford better than ever before to devote 
more attention to this market. Window space should be 
dressed up to attract the eye of the juvenile. Advertising 
space in school papers, football programs, prom programs, 
etc., can be designed to attract friends. Use the space for 
a riddle, a joke or a catch phrase from the radio. 

There is a wealth of ideas in child merchandising and the 
kids will love the attention they may get when advertising 
is beamed at them. They love the importance of making 
a decision. They are very impressionable, and a receptive 
audience to your message. Treat them well and your sales 
will boom. 


Be Your Own Public Relations Man! 


THERE is a lack of good public relations at the local level 
in the retail shoe trade today. In a business era where 
public relations is becoming increasingly important, local 
shoe retailers continue to by-pass good publicity opportuni- 
ties right and left. 

True, the national and regional—and even state—trade 
associations are becoming more publicity-minded and are 
beginning to see the vital need for good local publicity in 
the retail shoe business, but the average retailer of shoes 
still does not take advantage of all publicity opportunities 
which come his way each day, week and year. 

And the reason behind this lack of publicity in the retail 
shoe field is probably that so few retail shoe store operators 
understand just what publicity really is. 

In the first place, there is no magic formula for publicity. 
It’s just a matter of plain common sense coupled with a 
little added effort. To gain hundreds of dollars worth of 
free advertising in the news columns of a local newspaper, 
all a shoe dealer needs is an understanding of the word 
publicity and the initiative to take advantage of any news- 
break which comes his way. 

When the owner of a shoe store gets his name, the name 
of his firm or the names of his employees in the news 
columns of the local newspapers, it’s free advertising for 
the firm. To the newspapers which print the stories, the 
items are news. 

Put these both together—free advertising plus news value 

-and you have a fair definition of the word publicity. 

The following checklist outlines a few concrete, tried 
and true ways to get publicity in local newspapers. 


New Employees and Department Heads 
Each time you add a new worker to the payroll or promote 
an old worker to a higher position, it’s worth a couple of 
paragraphs in the news columns of your local newspapers. 
The best method to use is to prepare a short history of the 
new worker or the promoted employee. Include his educa- 
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- AIR CONDITIONING UNITS 


Beat the heat—and the humidity, 
too — with Typhoon packaged 
units. Over-size coils are 
Typhoon-engineered to rid the 
atmosphere of muggy moisture. 
And exclusive ‘Traffic Cop” con- 
trol directs incoming humid air 
and outgoing dry, cool air for top 
efficiency and economy. 


So hang out the Welcome sign to 
customers right through the sum- 
mer with Typhoon self-contained 
units. It's a fact: Typhoon de- 
livers the most air conditioning 
at the lowest dollar cost per ton. 


142 to 10-Ton units 








40 years of 
air cooling experience 





Write for digest of air conditioning facts. Dept. SR5 


TYPHOON AIR CONDITIONING CO., INC. 








794 Union Street + Brooklyn 15, N. Y. e 
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Direct Mail: Effective Ad Medium—lII 


the regular postcards and the cost of 
the complete doubie card is oniy two 
cents. lt carries the advantage of pring- 
ing to the customer a return card al- 
ready addressed and ready to mail wita 
the postage already paid. When it is 
necessary for the customer to fill out 
the coupon, this form has proved highly 
successful. . 


Leaflet 


A leaflet is a single small-sized sheet, 
printed on one or both sides. These 
have been used effectively as package 
inserts, letter stuffers, etc. It is also 
used as a supplement to a letter and 
usually carries more details about the 
product. 


Foider 


A folder is a leaflet containing one 
er more folds. It is sometimes of 
heavier stock and contains better art 
work. The size makes it possibie to 
present a complete sales story. The 
folds are carefully planned to permit 
the reader to follow the copy without 
difficulty. 


Broadside 


The broadside is a large folder, usual- 
ly 19 by 25 inches or larger. It has 
been used effectively for special sales, 
for certain smashing effects, etc. Its 
size lends itself to interesting and com- 
plete stories. When folded, it should 
be small enough to be mailed. Jewelers 
have used broadsides to good advan- 
tage for Christmas, for special promo- 
tions, etc. 


Booklet 


A booklet is a leaflet with several 
pages. It is used when a great deal of 
space is necessary to make a presenta- 
tion. It often provides detailed informa- 
tion about products with pictures, prices 
and descriptions. Because of its in- 
creased cost in printing, paper and 
mailing, an advertiser usually invests 
more money in the art work and presen- 
tation. 


Catalog 


A catalog is an enlarged booklet con- 
taining a complete list of articles avail- 
able at a particular firm with prices 
and descriptions and usually pictures of 
the articles. The catalog will tell, in de- 
tail, the story of the merchandise being 
offered. Because of its expense, it :s 
not issued more than once or twice a 
year. Regularity, however, is an im- 
portant part of the campaign. A cus- 
tomer will look forward to the receipt 
of a catalog and generally keep it for 
future reference. 


Figuring Costs 
In planning a direct mail piece, the 
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cost will determine your actions. The 
entire campaign will be based upon how 
much money you have to spend. Ap- 
proximate figures must be determined 
in advance. The following procedure 
may be followed in your preparation: 

1. Get your production costs from 
your printer, engraver, ete. With a 
very rough layout, these specialists can 
give you a good figure with which you 
can work. 

2. Your first mailing will be con- 
sidered a test mailing. Here, you will 
discover your mailing costs, the prob- 
able returns for future mailings and 
other answers to individual problems. 

3. Determine your cost per order. 
This can be arrived at in a simple man- 
ner. For example, assume that you 
have a list of 10,000 and the folder will 
cost you $50 per thousand including 
printing, mailing, etc. (or a total of 
$500). Assume, too, that you receive 
50 orders. Your cost per order, then, 
would be $500 divided by 50 or $10. 
Your future campaigns should be 
gauged upon these results, always keep- 
ing in mind that you must try to in- 
crease your sales and lower your unit 
cost. A return of 3 per cent on a mail- 
ing is considered excellent for products 
costing under $10. Usually no more 
than 2 per cent can be expected. 

4. For future mailings, use past 
sales as a measure to determine your 
appropriation. The money you spend 
will affect the size and type of mailing 
piece you use. As you increase the 
returns, you should attempt to add to 
the effectiveness of the piece. The more 
you have to spend, the greater the op- 
portunity to offer your public your mer- 
chandise in the most effective presen- 
tation. 


The Ad-Viser Clinic 


The author solicits readers’ advertis- 
ing problems which will be treated in 
the Ad-Viser Clinic. Send your prob- 
lems and your ads to Mr. Settel, care of 
Boot AND SHOE RECORDER. There is no 
charge for this service. 


Dear Mr. Settel: 

I feel that our advertising problem 
is common enough to the majority of 
small retailers to merit your attention. 
Here it is: 

While we get mats and prepared ads 
from most of our sources, we don't 
always get exact illustrations of the 
specific shoe we want to illustrate. 
There are no local facilities for making 
these cuts so that to get them we have 
to have photographs of the shoes made, 
and then cuts made from these at a 
cost of $2.00 per column inch and a few 
days’ time. 


In addition, I often see ads in metro- 
politan papers that I’] like to reproduce 
if it could be done at a reasonable cost. 

I’d appreciate your advising if there 
is any process or any source that would 
fill this need. 

Yours very truly, 
H. SUMMER 
Summer’s 
Taylorville, Illinois 


Dear Mr. Summer: 

Thank you for your letter. Your 
problem is quite typical. Most retailers 
in small towns find some difficulty in 
obtaining required art work. 

You will find that many of the larger 
mat services offer pictures of current 
shoe styles in their monthly bulletins. 
Metro Associated Services and Meyer- 
Both are examples. Usually, these can 
be obtained at your local newspaper, 
which subscribes to many mat services. 
It might be profitable for you to visit 
the newspaper file room and _ look 
through their past and present mat 
service books. 

Of course, these will not always give 
you the exact pictures you want. If 
you find that you must return to your 
regular practice of photographing your 
stock, you can save money by combin- 
ing a number of photographs. Then 
make one large engraving and have it 
cut into sections. Discuss this pro- 
cedure with the engraver in your town. 

Usually, you will not be permitted to 
reproduce advertisements you find in 
other papers. In many cases, these pic- 
tures are copyrighted. When they are 
not, it is possible to make an engraving 
directly from the newspaper picture. 
However, it (the picture) must be clear 
and clean. 

You might try to contact your manu- 
facturers who supply your shoes. Ask 
them if they have photographs, draw- 
ings, engravings and other advertising 
material. Usually this is available free 
of charge and is very high quality ma- 
terial. 

Sincerely, 
IRVING SETTEL 


New Shoe Horn Design 

New YorRK, N. Y.—Swank Shoe 
Dressing, Inc., 61 East 11th Street, has 
announced that its “Skoop” shoe horn 
is now available. This horn, which is 
designed with a tapering tongue, pre- 
vents counters from spreading when it 
is used. Thus it is said to avoid injury 
to the counter. Easy to use, it comes 
in two grips, hook or curved, and can 
be ordered in plain face or with the 
customer’s name and address imprinted 
on the horn. 
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YOU GET 
FASTER SALES— QUICKER PROFITS 


@ Retailers by the thousand are 






cashing in on the Fortune line because 









Fortune brings them faster sales and 





quicker profits. Fortunes are priced for 









real volume—in the price range most customers 


like to pay — yet Fortunes have the top 


WITH FORTUNE’S NEW LINE OF styling and wearing qualities of mer- 
TOP STYLES FOR FALL chandise retailing in a much higher 


bracket. Fortune’s new styles for fall 











are expertly designed of quality leathers— 
exceptional values that bring faster sales, 
quicker profits. For complete information on 
the fastest selling men’s shoe line in the 


nation, write, today. 








SHOES FOR MEN 


RICHLAND-DAVIDSON SHOE CO. + NASHVILLE * TENNESSEE 
A DIVISION OF GENERAL SHOE CORPORATION 









cut your record-keeping costs with the improved 


NATIONAL 


STE TE TE REE 


= ll 


A mechanized adding feature, 
built into a complete cash register, 
makes the National “200” a 
unique business machine. The 
adding feature can be used at 

any time without disturbing 

the locked-in, protected 


cash register total. 


HERE ARE JUST 5 OF ITS 35 OUTSTANDING 
FEATURES AND ADVANTAGES: 


protective publicity—Easily-read figures in the indi- 
cation panel show clearly the exact amount charged. 
stops mistakes in addition—Adds items automat- 


ically and accurately. Charges cash drawer with the 
total amount of the purchases. 


sales automatically segregated—Grouped by indi- 
viduals, departments, or any of the 8 classifications. 
Gives you a complete record of all transactions. 


control over cash and credit—Separate keys desig- 
nate Cash, Charge, Received on Account. Miscel- 
laneous Credit, Paid Out, and No Sale. 


descriptive key section—Identifies individual sell- 
ing employees. Records sales-slips, numbers, quan- 
tities, weights, etc. Prints stock, code, and size 


numbers, etc. 
Get the full story of just what the National “‘200” can do for you — how it will give you Informa- 
tion that Makes money and Protection that Saves money. Call the local National Cash Register Wational 
office, and arrange for a demonstration, today. Nothing like this has ever been offered at the price. 


THE NATIONAL CASH REGISTEB COMPANY, DAYTON 9, OHIO 








Full Program Planned for Midwest Show 





Fashion Show, Banquet, Golf Tournament Scheduled Events 
at Cincinnati Showing, May 15 through 17 


CINCINNATI, OHI0O—Under the spon- 

sorship of the Ohio Shoe Travelers 
Club, this Spring’s Cincinnati shoe 
show, to be held May 15, 16 and 17, wil! 
mark the revival of the Midwest Shoe 
Fair. Buyers who attended these fairs, 
discontinued during the war, will recall 
the sparkle and efficiency with which 
they were staged. This year’s fair will 
be centered at two of Cincinnati’s lead- 
ing hotels, the Gibson and the Nether- 
land-Plaza. 
. Seme 150 lines will be on display, in- 
cluding the top names in all types of 
footwear. The displays will open on 
Sunday, May 15, for the convenience of 
those buyers who cannot be away from 
their stores more than one day. 


For those who want to mix a little 
pleasure and relaxation with the job of 
selecting the right line at the right price 
for the right purpose, the committees 
have carefully planned a runway style 
show and banquet to be held on the roof 
garden of the Hotel Gibson, Tuesday 
evening, May 17. In a setting of music, 
soft lights, runway models and good 
food, many a buyer will want to stay 
and enjoy the floor show and dancing 
which is to follow. 


On Wednesday afternoon, May 18, 
the Second Annual Ohio Shoe Travelers 
Club Golf Tournament will get under 
way at the Clovernook Country Club. 
This tournament is open to all shoe 
men. Those who compete are to be 
divided into two divisions, retailers and 
buyers in one, and shoe travelers and 
manufacturers in the other. The golfer 
with the low net score of the day will be 
awarded the BooT AND SHOE RECORDER 
rotating trophy. In addition, cups will 
be awarded to the low net and low gross 
players in each division. The tourna- 
ment will be preceded by a luncheon at 
the club at noon. Tee-off time is one 
o’clock. All scores are to be figured on 
blind handicap. 

Arrangements for the faim at Cin- 
cinnati are under the supervision of 
Harold M. Reed of W. L. Kreider’s Sons 
Manufacturing Company, Inc., and 
David L. Lierley, Life Stride Division, 
“Brown Shoe Company. Publicity is 
being handled by Dick Barnes of Dr. A. 
Posner Shoes, Inc. M. C. Swan of 
Daytimer Shoe Company is State Show 
Chairman. The program is being han- 
dled ‘by Sam Grossman. 

Reservations and general business in 
connection with the fair are being 
cleared through the permanent office of 
the Ohio Shoe Travelers at 12 North 
3rd Street, Columbus. All details are 
being handled by Executive Secretary, 
Ruth E. Hawkins. 

The Ohio Shoe Travelers Club is cne 
of the most active in the shoe fraternity. 
has a membership of some 200. Its 
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BOB NEWCOMB 


officers and directors are: Bob New- 
comb, president; Ray C. Randall, first 
vice-president; Saul Abrams, second 
vice-president; W. W. Skinner, secre- 
tary-treasurer; Dick Barnes, board 
chairman; Burt Jackson, Lester H. 
Abrams, John L. Neff and Ben Tolpen, 
Columbus show chairmen; W. Harry 
Minor, Elroy W. Beil, Sam Grossman 
and M. C. Swan. 


Comfort Keeps in Step 
With Style 
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comfort features. Chief among these 
are low heels with broad base, lasts 
with wide toes and broad treads and 
platform soles with cushiony fillers. It 
is difficult to say which of these has the 
greatest importance. Certainly the plat- 
form soles have added a great deal of 
comfort to women’s feet. In this sea- 
son’s lines of comfort type shoes, a 
number of manufacturers have made 
shoes combining platform and welt 
soles. The result is a shoe with the 
special comfort of a platform sole plus 
the sturdy firmness of a welt. 

In heels, the popular range is from 
13/8 to 16/8, occasionally higher, with 
14/8, 15/8 and 16/8 the most popular 
heights. Platform soles seem, without 
exception, to be the quarter-inch thick- 
ness. Combination or precision lasts, 
as they are sometimes called, give the 
foot the width that is needed in the 
forepart combined with the snug-fitting 
heel that is necessary to prevent the 


foot from sliding forward. Makers of 
feature shoes offer an unusually wide 
range of sizes, even to such extremes in 
widths as AAAAAA to EEEEE and 
lengths from 1 to 13. 





Canadian Trade Fair 
To Open May 30 


TORONTO—The second Canadian In- 
ternational Trade Fair will be held at 
the Exhibition Grounds in this city 
from May 30 to June 10. Any bona fide 
business visitor is welcome. The gen- 
eral public will be admitted on two 
Wednesdays and one Saturday during 
the period of the Fair. Twenty-one 
classifications of merchandise will be 
exhibited. The Leather. Goods Section 
will include a display of boots and 
shoes, both Canadian and imported, as 
well as some shoe store equipment. 

Further details regarding the Fair 
may be obtained by writing to R. M. 
Williams, Canadian International Trade 
Fair Exhibition Grounds, Toronto. 





Trade Groups Plan 
For Foot Health Week 


[CONTINUED FROM PAGE 45] 


The theme around which Foot Health 
Week is being conducted is “Forward 
America on Good Feet.” During the 
week radio programs, motion pictures, 
school and library exhibits, window 
displays, talks in schools before PTA 
and service clubs, industrial foot clinics, 
television shows, poster and essay con- 
tests in schools will publicize the im- 
portance of this event. 

The National Foot Health Council 
has produced posters and pamphlets 
which they are making available to 
shoe retailers, with window streamers 
for special displays. Those retailers 
planning special radio programs may 
obtain manuscripts of feature material 
from the Council, and suggestions for 
newspaper foot health sections of one 
or more pages for the cooperative ad- 
vertising of the local shoe associations. 
The National Shoe Institute has. issued 
publicity releases to newspapers and 
radio stations the country over. Nation- 
al Shoe Retailers Association gave the 
week a lengthy article in its member- 
ship bulletin, National Footwear News. 
The National Chiropodists Association 
will mail releases to hundreds of radio 
stations, about three thousand news- 
papers and magazines and over a hun- 
dred trade papers. 

The National Foot Health Council 
has also made available a Foot Health 
Week portfolio containing much in- 
formation and many suggestions for 
those who desire to participate in this 
year’s observance. Included in this ma- 
terial is a detailed plan for organizing 
a local community promotion and for 
setting up and carrying out its various 
activities. The address of the council 
is Box 57, Rockland, Mass. 
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Foot Comfort Is a 
‘Natural’ in Shoe Selling 


[CONTINUED FROM PAGE 44] 

of comfort fitting ethics” and instruct 
the salesman in this new store policy. 
It would be a comparatively easy task 
to formulate this code with the help 
of the sales staff, thus making them a 
part of the new promotion. 


The shoe store is a service station and 
as such, FOOT COMFORT is a part of 
the task of filling that need. 


Suggested 


CODE OF COMFORT FITTING 
ETHICS FOR SHOE STORES 


1. A statement of store policy and a 
pledge that all shoe sales are made 
on the basis of customer foot com- 
fort. 


2. A statement and a pledge by the 
salesman that he will not make a 
sale unless he is certain that both 
shoes fit and that the shoes are com- 
fortable and right for the purpose 
for which they are bought. 


3. A statement and a pledge by the 
salesman that he will include in his 
test for comfort: A check on length, 
the ball fit, the heel fit, the heel-to- 
ball fit and that unless he is fuly 
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MAJORETTE 
BOOTS 


IN STOCK 
COLT-CROMWELL now has 


for immediate delivery 
Majorette Boots. This popu- 
lar number is much in de- 
mand by school drill teams 
#B6700 white 
elk, unlined, with white tassel. 


Sizes: C width only, 4 to ? 
Price: $4.80 
Net F.0.B. Boston 


Write today 
for our new 


GOLDEN ANNIVERSARY 
CATALOG 
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convinced that all the elements of a 
good fit are present, he will not 
recommend the purchase. 


4. A statement and a pledge that where 
an adjustment in the shoes is neces- 
sary, the store and the salesman will 
make the desired change pleasantly 
and voluntarily. 


. ‘The customer is the most importan 
part of the business, even more im- 
portant than the boss. 

The shoe retailer and the shoe sales- 
man should profit from the mes- 
sage given by the automobile industry, 
namely, that comfort is an important 
selling feature in cars, and by the same 
token of locomotion, comfort qualities 
have a strong sales appeal in shoes. 


or 


Extra Care in Fitting 
Stressed 


[CONTINUED FROM PAGE 52] 
proper-posture shoes, are also carried 
for children from infants’ size 1 to 
juvenile size 10. All shoes are X-Rayed 
when fitted. 

Prescriptions from orthopedic doctors 
and pediatricians are conscientiously 
followed and filled accurately. A com- 
plete index file is kept of these correc- 


EASY TO INSERT * 


$1 5.00 per dozen pair. 


(Orders for six pair or less will be sent C. O. D.) 


Representatives in principal cities. 


ROGER KENT COMPANY 
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THE “INVISIBLE” SHOE FORM! 
FITS ANY SHOE! 


One form for all sizes and styles... casuals, high heels, slings, ankle 
straps, etc. Looks like human foot yet does not hide trade mark on insole! 


FITS EITHER SHOE! 


GUARANTEED UNBREAKABLE 


See your local jobber or order direct. 


Write for catalog, ‘MODERN DESIGN ON DISPLAY.” Illustrates individual 
plastic display fixtures. No obligation, of course. 


Trade Mark registered.* 


_ Plestics 


Mo. 
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tions, while constant checking keeps the 
parents informed as to what progress 
and how much help the corrective shoes 
have given the child. 

In the center of the beautifully dec- 
orated room of oyster gray walls—with 
a parade circus on each wall—and gray 
and black print rug, is a colorful merry- 
go-round with ten seats where children 
are seated to be fitted. Various animals 
such as elephants, zebras, giraffes, 
ponies, and swans, make up the seating 
arrangement. Red leather chairs are 
also placed along each side of the room 
for growing children, with matching 
stools for the fitters. 

To keep in close touch with its cus- 
tomers, the store maintains a birthday 
card system for children. When a pur- 
chase is made, the name, address, and 
date of birth of each child is recorded. 
A birthday is never overlooked and 
each child receives a birthday card with 
an invitation to come into the store to 
receive a gift. 

The salon-type interior of each floor 
conceals the stock which is kept in an 
adjoining room. 

The exterior has a glass front with 
two very wide, full-length windows on 
each side of the entrance, to give the 
new modern “visual front” whereby the 
passing public gets an idea of the 
quality of merchandise and a complete 
view of the interior. Squares of welt- 
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wood line the walls of the display 
windows. 

The entire store takes up an area of 
100,000 square feet; the selling space 
of each floor occupies 25,000 square feet. 
Direct lighting is used throughout the 
store. Approximately 30 customers can 
be handled on each floor at one time 
without giving the impression that the 
store is crowded. Twenty fitters are 
employed in the entire store. 

Mr. Massey is well known in foot- 
wear circles by the reputation he has 
built up in his 30 years of experience 
in this field. In 1929 he established his 
own business; prior to this time he was 
with Hofheimer’s, Norfolk, Virginia, 
and Artcraft Footwear on Connecticut 
Avenue, Washington. 





More Style, More Protection 
in Rubber Footwear 
[CONTINUED FROM PAGE 47] 


to fit on the heel seat of a sling back 
shoe. It appears to be the most practi- 
cal idea so far conceived for the open 
back shoe. 

Other influences on the styling of 
protective footwear include what these 
manufacturers continue to call the “new 
look.” For these longer skirts, they 
have made lower boots and galoshes. 
Styles in raincoats have also been taken 
into account. The same checked cotton 
has, in fact, been used in a spat type 
boot as in a raincoat. Popular colors 
in rubber footwear are very much the 
same as in shoes: brown, black, red, 
green, grey, navy and wine. The three 
first colors are the most usual ones to 
be found in rubber material. The other 
colors are being used in the spat types 
or other novelty styles in fabrics. Red 
is of course, a favorite for children and 
girls. Brown is worn by children, girls 
and women, and black, of course, chiefly 
by women. White did not sell well last 
Winter, leading rubber manufacturers 
report. Originally this color had been 
considered partly as a safety precau- 
tion, as a tonality that would show up 
on dark roads. Now, partly for the 
same reason, some manufacturers have 
introduced bright yellow boots. 

Comfort is an important element in 
protective footwear. Manufacturers re- 
port a much greater demand for warm 
lined boots and galoshes where formerly 
this was not the case. As a conse- 
quence, they are introducing certain re- 
finements into them so that they will 
look well with town clothes. Another 
interesting trend is toward very light 
weight rubber boots, not, in this case, 
wool-lined or fur-collared. This de- 
velopment seems a reflection of the con- 
stantly increasing demand for light, 
soft shoes. 


Store Carries Small Sizes Only 


CuicaGo—Cinderella of Boston has 
opened its first Midwest store here at 
29 E. Adams Street. The fact that the 
firm specializes in shoes for little feet 
is stressed. Sizes 1 to 5 only are carried. 
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FOUR POPULAR SUMMER SELLERS 


IN STOCK FOR IMMEDIATE DELIVERY! 






Marie 


854 

White suede 
Tan calf trim. 
18/8 heel. 1640 








Stella 


917 
White kid. 


17/8 heel. 1610 










Winton 


847 
White kid. 


17/8 heel. 1640 


Send for 
in-stock 
catalogue! 
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Audrey 







826 
White suede 
Tan calf trim. 


18/8 heel. 1660 
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Letters to the 
Recorder 
[CONTINUED FROM PAGE 53] 


afford the average individual. It is 
hard for me to understand why the 
average consumer should “stop at his 
ankles” when he plans his Summer 
wardrobe. I feel that it is simply a 
question of the industry’s not having 
done an effective job, and that is why 
I am taking this occasion to compliment 
you on your article and to suggest that 
I hope you will continue to give it the 


proper publicity. 
Yours very truly, 
E. C. WEGNER, Sales Manager, 
The House of Crosby Square 





To Expand Children’s 
Shoe Department 


HAMILTON, ONT.—The children’s shoe 
department of C. J. Eames and Son, 
Ltd., will be expanded in the new $75,- 
000 addition to be erected at the local 
department store. Construction is sched- 
uled to begin soon. 
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COMPARE 


... we always say and a national shoe 
retailer did just that. At their buying head- 
quarters they engaged unbiased electrical 
and mechanical engineers to check all 

three, Adrian and the other two leading 
X-Ray shoe fitting machines, for design 
features and durability—tthey engaged 
physicists and rhentgenoligists to test all 
All reported that the 
Adrian was far superior in every way 
and recommended the Adrian as the 
machine to buy. 


three for safety. 


As a result of this experi- 
ment this national 
retailer is placing all 
future orders for Adrian 
equipment exclusively. 








Send for New Catalog—No Obligation. 
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Be Your Own Public Relations Man 


CONTINUED FROM PAGE 65} 


tion, experience in shoe field, position in firm, where from, 
special training in field, war record, if any, and any other 
information you think will be of interest to the community. 
Send this sheet of typed information to the newspapers. 
The name of the firm will be mentioned and the new worker 
will be officially introduced to the community. 


Social Functions of the Firm 


Do you have an annual banquet or dinner dance for your 
employees or a picnic for the firm’s workers each Summer? 
If you do, it’s worth mention in the society or events pages 
of the newspapers. Remember, publicity on the pages of 
the society section is just as important—if not more so— 
than mention in other parts of the paper. The main secret 
of a publicity program is to keep a barrage of newsworthy 
items in the news columns of the local publications. 


Special Awards for Sales. Courtesy or Loyalty 


Many shoe stores conduct special sales contests among 
their employees, or competitions for courtesy or new ideas. 
If you conduct such a contest, be certain that the news- 
papers receive the list of winners. It will mean a short 
story which will mention the firm’s name, and it will give 
recognition in print to the winning employees. The same 
goes for any of your employees who win in the various 
contests conducted by national shoe manufacturers. 


| Additional suggestions will be made in a later issue. 


Manufacturing and Markets 
[CONTINUED FROM PAGE 64] 


go over into Fall selling. than in any marked style trend. 

Most Chicago and Midwest manufacturers and whole- 
salers finished up the Spring season better than they had 
expected. Factories with in-stock departments came close 
to making up the slack in early production. Retailers who 
had bought cautiously found themselves short in many 
styles. and factories did a good fill-in business—particu- 
larly those with any navy blues. Practically every retailer 
was short on this color. which sold up to 80 per cent of 
total sales in some stores. 

Regional shows held in scattered locations throughout 
the Midwest in May are expected to give some indication 
of retailers’ attitudes. They should by now have some idea 
of their inventory and some feeling as to the prospects 
not only for immediate, but for future, business. More 
than 200 exhibitors will show their lines at the show given 
by the Shoe Travelers of Chicago at the Hotel Morrison 
May 15, 16, 17 and 18. The fact that a number of houses 
that have not previously participated are included is indica- 
tive of the complete change-over to a buyer’s market. 
Casuals are expected still to be in demand, but not in the 
volume of this past season. Some shoe men are of the opin- 
ion that the casual has reached his peak and that some- 
thing else will have to take its place. 

Price is bound to be a factor governing buying, since it 
is becoming increasingly evident that it is the lower and 
medium price groups which are faring best. It is consid- 
ered significant in all quarters that such a large retailer 
| as Marshall Field & Company recently devoted a full-page 
| advertisement to $10.95 shoes under the store’s own brand 
name in its regular fifth floor salon. Factories in this price 
| bracket are expecting to broaden their lines enough to add 
| a wider style range than was offered this Spring. 
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hoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Easter Shoe Sales Generally Satisfactory 





Sharp Increase in Business Marked Period Preceding Festival, with 
Volume Averaging Slightly Below Last Year’s Record 


While comparison of Easter business 
this year with that of 1948 means little 
since last year’s Easter was in March, 
spot checks of BooT AND SHOE RE- 
CORDER correspondents in key cities 
show that the seasonal urge to buy was 
reflected in a sharp increase in sales 
during the fortnight before that holi- 
day as compared with the weeks imme- 
diately preceding; and that, in some 
parts of the country, notably the South, 
merchants were pleasantly surprised by 
the volume of business done at prices 
ranging from $12.95 to $17.95. On the 
whole, sales appeared to average slight- 
ly under last year’s excellent volume. 

This was the first test of the new 
styles, following a long series of pro- 
motions designed to get inventories 
down somewhere close to normal and, 
as such, and despite the fact that 
hastily estimated figures showed few 
real increases, fair results were ob- 
tained. In colors, as in years past, 
navy,and black came out on top, with 
high colors such as red and green, run- 
ning a poor second, although there 
were indications that these would be 
in greater demand when warmer 
weather arrives “for keeps.” 


Spotty Business in Chicago 

CuIcaco. — Pre-Easter business for 
Chicago was spotty, ranging from equal 
figures to 15 per cent behind a year 
ago. Weather was fair the week before 
Palm Sunday and for the first three 
days of Easter week, but became ex- 
tremely cold and rainy on Thursday 
and continued so through the week-end. 
This cut seriously into last-minute vol- 
ume, except for the low end chains. 
The average decrease, including men’s, 
women’s, and children’s shoes and play- 
shoes and casuals was probably about 
7 per cent. Children’s business re- 
mained the same and in some quarters, 
was a little ahead. 

Although pre-Easter did not come 
near figures of a year ago, retailers 
point out that 1948 Easter business set 
a near record, and that, judged on a 
normal basis, business this year has 
been good. Although no one reported 
exceptional volume, none reported poor 
business, Although Easter week busi- 
ness was behind, business for the first 
two weeks m that month was ahead of 
a year ago, and April showed a marked 
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pick-up over the slow weeks of Febru- 
ary and March of this year. 

Sales of blue shoes which were so 
heavy that many retailers were short 
on sizes, accounted for from 60 to 80 
per cent of total sales. Green was sur- 
prisingly strong and was followed by 
gray, red, tan, patent, and multicolors. 


Navy Best in New York 

NEw YorRK. — Easter business in 
women’s shoes in New York this year 
was ahead of 1948 chiefly in depart- 
ment and specialty stores. A number 
of leading shoe stores reported just 
holding their own or going below their 
last year’s figures. Reports from some 
of the stores in the first group reported 
very good business, way ahead of 
Easter business in 1948. One merchant 
attributed this increase, in great part, 
to the fact that the department had 
some special promotions which clicked. 
One high-style specialty store noted 
that, in the couple of weeks immedi- 
ately preceding Easter, multiple sales 
were quite frequent and that these had 
been lacking in the preceding weeks. 

Navy blue was everywhere the num- 
ber one color, in a number of depart- 
ments outselling black. Both calf and 
suede sold in this color. In black, suede 
was the number one leather with some 
calf and some patent leather selling. 
Some stores reported interest in the 
neutrals, cocoa and grey. 


Slightly Off in St. Louis 


St. Louis.—During the weeks imme- 
diately preceding Easter, retail foot- 
wear sales were off from about 5 to 12 
per cent, judging from a spot survey. 
One leading department store shoe 
buyer estimated the decrease at 4.75 
per cent as compared with the same 
period last year. Another summed up 
by saying that the tempo of sales was 
“noticeably off,” while a third esti- 
mated the decrease at from 10 to 12 per 
cent. 

Indications are that popular-price 
footwear came closer to holding its own 
than did the higher-price lines. In one 
of the leading shoe departments selling 
higher grade women’s shoes it was re- 
ported, however, that sales figures had 
come closer to meeting last year’s fig- 
ures than other departments selling at 
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International Announces 
Price Reduction 


St. Louis— Reductions averaging 
twenty cents a pair in the wholesale 
prices of its men’s and boys’ shoes, and 
reductions averaging fifteen cents a 
pair in its juvenile shoes, have been 
announced by the International Shoe 
Company. All reductions were effective 
April 19. 

These average reductions apply to 
most of the company’s shoes in its 
general lines for retailers and will not 
result, a company statement pointed 
out, in any major change in retail prices. 

Women’s shoe prices remain unchang- 
ed except for reductions in a few styles 
with wedge heels and platform soles. 

The company statement makes it clear 
that new prices are based on today’s 
market for leather and other materials 
and that prices have been lowered as 
much as costs permit. Continuing, 
the company says: 

“We believe that prices on Fall lines 
will be based on the same market level 
which prevails today. There is nothing 
in the situation at this time to justify 
an expectation of further reductions in 
shoe prices.” 


All Display Rooms Taken 
For West Coast Show 


Los ANGELES, CALIF.—The decision 
of the West Coast Shoe Travelers Asso- 
ciates to hold a Shoe Show in San 
Francisco has from present indications 
proven to be a wise one. All hotel dis- 
play rooms available were taken be- 
fore April 1, although the Show does 
not begin until May 15, but the com- 
mittee is assured that plenty of sleep- 
ing rooms will be available for visiting 
buyers. Visitors should contact Dave 
Klinesmith, secretary, at The Haas 
Bldg., this city, for advance room reser- 
vations. 

The only function scheduled is the 
Tuesday noon luncheon at which time 
an outstanding speaker will give a 
timely address. The convention Golf 
Tournament will be held on Thursday, 
May 19th, after the show is over and 
will be held at the Green Hills Country 
Club. Many valuable prizes will be 
awarded golfers, reports Porter Jones, 
chairman. Gil Winneguth and his con- 
vention committee have worked out all 
details, and a smooth-running show is 
assured. It is confidently expected that 
the show will be one of the most suc- 
cessful ever held by this association. 
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Slater Celebrates 


100th Anniversary 





Modern shoes contrasted with old in J. 


New York, as that firm recently 


New York, N. Y.—J. & J. Slater, 
54th and Madison Avenue, celebrated 
its 100th anniversary recently with an 
historical display of women’s. shoes 
paralleling its growth from 1849 to 
1949. With the cooperation of the 
Brooklyn and Metropolitan Museums 
and the use of its own collection of 
shoes, the Slater firm has created a 
series of window displays showing the 
evolution of women’s styles in shoes 
in ten-year intervals. 

To announce the anniversary to its 
customers, Slater mailed more than 
150,000 folders, which illustrated styles 
from their line of women’s shoes. In a 
foreword, Larry J. Horan, president of 
Slater, states, “We have come into the 
era of a highly original fashion . . . the 
‘open-foot’ shoe. This we have designed 
because we feel the open-toe never 
really flattered the foot.” To empha- 
size this, the windows had the “open- 


& J. Slater window on Madison Avenue, 
celebrated its 100th anniversary. 


foot” shoe arranged around the long, 
extremely narrow, pointed shoes of past 
decades. 

With its attainment of the ripe old 
age of 100 years, the Slater firm has 
become a member of the Hundred Year 
Association of New York Ine. an 
organization composed exclusively of 
firms who have reached the century 
mark. 

The firm has also added a new depart- 
ment devoted to shoes for girls, 12 
years and up. The shoes will be known 
as “Slaterettes.” The design of the new 
department, planned by Mr. Horan, 
who has made a hobby of store design- 
ing, is dominated by the traditional 
Slater crystal-glass chandelier hanging 
from a Continental green ceiling. The 
walls are painted in “Horan” sienna, 
and ivory leather fitting chairs harmo- 
nize with the store’s atmosphere of 
elegance. 





Says Women Will Pay Price 
For Flattering Shoes 


WIcHITA, KAN.—“The price of a 
shoe is never too high for a customer 
who has found a style she likes and 
which makes her foot look lovely.” 

With this comment, the manazer of 
the women’s shoe salon of a leading 
department store here recently dis- 
missed the question of price resistance 
by women shoppers. His salon, one of 
several in the store, handles shoes in 
the middle and upper price brackets. 

“When a woman has found a shoe 
that she realizes adds to her beauty, 
the price is relatively unimportant,” 
this experienced shoe merchandiser 
notes. 

Sometimes, he admits, the price is 
too high for a customer, but this is 
usually the case when the woman has 
gone to the wrong department. A 
woman with several children whose 
husband has only a moderate income 
can’t afford a pair of expensive shoes, 
he explains. 
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Western Tourist Business 
Expected to Be Good 


CHEYENNE, Wyo.— Prospects for 
sales of cowboy boots and Indian moc- 
casins to tourists this coming season 
are about on a par with last year when 
approximately 1,300,000 tourists visited 
the state, it is reported by Col. H. C. 
Anderson, secretary-manager of the 
Wyoming Department of Commerce and 
Industry. Western footwear was one 
of the most popular items purchased by 
the visitors for curios and souvenirs. 





Made Shoe Department Head 


West PALM BEACH, FLA.—Louis E. 
Miller, who has had more than 30 years 
of experience in the merchandising of 
women’s high style footwear, has been 
made manager of the shoe department 
at Antheny’s, here. 

Mr. Miller succeeds the late Dave 
Hirsch who died suddenly March 16, 
and with whom Mr. Miller had been 
associated for thirteen years. 





Dates to Remember 


Advance Fall Opening, Guild of Better 
Shoe Manufacturers, New York. 
Week of May 2, 
Fall Shoe Show, Pennsylvania Shoe Trav- 
elers' Association, William Penn Hotel, 
Pittsburgh, Pa. May 7, 8, 9, 10, II, 
Fall Shoe Show Southwestern Shoe Trav- 
elers Association, Adolphus, Baker and 
Southland Hotels, Dallas, Tex. 
May 8, 9, 10, tf, 
Fall Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, la. May 8, 9, 10, 
Grand Rapids Shoe Fair, Michigan Shoe 
Travelers’ Club, Pantlind Hotel, Grand 
Rapids, Mich. May II, 12, 13, 
Mid-Atlantic Shoe Show, Middle Atlan- 
tic Shoe Retailers Association and 
Middle Atlantic Shoe Travelers As- 
sociation, The Benjamin Franklin, Phil- 
adelphia. May 14, 15, 16, 17, 18, 
Shoe Show, West Coast Shoe Travelers 
Associates, Hotels Plaza, St. Francis 
ond Sir Francis Drake, San Francisco. 
May 15, 16, 17, 18, 
Annual Cincinnati Shoe Show, Ohio Shoe 
Travelers Club, Hetels Gibson and 
Netherland Plaza, Cincinnati, O. 
May 15, 16, 17, 
Fall Shoe Show, Shoe Travelers’ Asso- 
ciation of Chicago, Hotel Morrison, 
Chicago. May 15, 16, 17, 18, 
Fall Shoe Show, Midwestern National 
Shoe Travelers Association, Paxton 
Hotel, Omaha, Nebr. 
May 21, 22, 23, 24, 
Foot Health Week May 21-28, 
Shoe Show, Pacific Northwest Shoe Trav- 
elers, Portland and Bonson Hotels, 
Portland, Ore. May 21, 22, 23, 24, 
Popular Price Shoe Show, National Asso- 
ciation of Shoe Chain Stores and New 
England Shoe and Leather Associa- 
tion, Hotels New Yorker and McAlpin. 
May 23, 24, 25, 26, 
Fall Shoe Show, Indiana Shoe Travelers’ 
Association, Hotel Severin, Indianap- 
olis, Ind. June 5, 6, 7, 
Shoe Show, Boston Shoe Travelers Asso- 
ciation, Parker House, Boston. 
June 6, 7, 8, 9, 10, 
Fall Shoe Show, Shoe Travelers of the 
Carolinas, Selwyn Hotel, Charlotte, 
N.C. June 12, 13, 
Baltimore Shoe Club Show, Lord Balti- 
more Hotel, Baltimore, Md. 
July 24, 25, 26, 27, 
Spring Showing, Allied Shoe Products 
and Style Exhibit, Hotel Belmont 
Plaza, New York. Sept. 6, 7, 8, 
National Shoe Fair, Chicago, Ill. 
October 31, November |, 2, 3, 
Michigan Annual Shoe Show, Michigan 
Shoe Retailers Association and Michi- 
gan Shoe Travelers Club, Hotel Stat- 
ler, Detroit, Mich. Nov. 6, 7, 8, 
Shoe Show, Empire State Footwear Asso- 
ciation, Onondaga Hotel, Syracuse, 
ia & Nov. 27, 28, 29, 
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Heads Shoe Department 


OMAHA, NEB.—Don Backman has 
been made manager and buyer for the 
new Walk-Over shoe department for 
men which has been opened at Harvey 
Brothers. He has been a shoe salesman 
in Omaha since 1930. 
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WALKER —Srock 
No. 50—with spring 
heel. Sizes 1 to 6, narrow 


and wide, white, red, 
brown and smoked elk. 
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Retailers from the Mid-Atlantic 
States will be on hand to inspect 
the more than 200 Lines on Display 
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The Shoe Tree in Los Angeles’ Broadway Department Store, is one of the three 
main divisions of the women's shoe departmnt. The tree design is in relief. 


Los ANGELES—As a part of its ex- 
pansion and modernization program, 
the Broadway Department Store in Los 
Angeles recently moved its women’s 
shoe department from the street floor 
to the second floor. 

The new department. under the man- 
agership of A. E. Schmidt, covers an 
area of 5000 square feet and is divided 
into three parts. The main salon car- 
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ries the higher price lines. The Shoe 
Tree features the budget shoes priced 
from $5.50 to $7.95, while The Coral 
Tree carries casual shoes. There is also 
a slipper bar. 

The new department is decorated in 
dull gold with blonde wood fixtures and 
fittings. The upholstery is beige and 
brown with a light mauve carpet. 


Officers Installed by 


Detroit Retailers 


Derroit—The Detroit Shoe Retailers 
held their annual installation of officers 
in the form of a banquet at the Hotel 
Fort Shelby, combined with a special 
tribute to Ralph G. Terbille of the 
Detroit News advertising staff, who was 
honored for his work in connection with 
the collection and shipment of over two 
million pairs of shoes for European 
relief. 

Miss Sylvie Hamilton, of the Foster 
Parents’ Plan for War Children, which 
handled the international shipment de- 
tails, attended, presenting special 
awards to the Detroit as well as to the 
Michigan Shoe Retailers, and to the 
News for its cooperation. 


An extra feature of the evening was 
presentation of a life membership in 
the association to V. V. McBryde, who 
recently celebrated his golden anniver- 
sary in the shoe business. 





Hahn Plans New Store 


BALTIMORE, Mp.—William Hahn & 
Co. have purchased the two buildings 
at 33-35 West.Lexington Street, adja- 
cent to their present store and will re- 
model them for occupancy some time in 
1950, according to Opel White, manager 
of Hahn’s branch here. 
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Popular Price Show Space 85% Assigned 





Co-Managers Predict Buyer Attendance of 3,000 at Fail 
Opening.in New York—Style Show a Feature 


NEw YorK—Intensive promotion of 
the Popular Price Shoe Show of Amer- 
ica, the industry-sponsored volume shoe 
market for Fall, got under way recently 
with distribution of 500 display posters, 
150,000 mailing stickers, and mail ad- 
vertising to 5000 key retailers, whole- 
salers, and manufacturers, it was an- 
nounced by Edward Atkins and Max- 
well Field, co-managers. 

More than 85 per cent of all exhibit 
space at the show, which will be held 
May 23-26 at Hotels New Yorker and 
McAlpin, New York, has already been 
assigned, the co-managers stated. Hun- 
dreds of letters from shoe buyers and 
retailers applying for sleeping room 
space assure a record attendance from 
the distribution branch of the shoe in- 
dustry. 

A feature of the PPSSA market week 
will be a fashion show at 10:15 a.m. 
Monday, May 23rd, in the Grand Ball- 
room of the Hotel Statler, under the 
direction of Tom Lee, top fashion pro- 
ducer. Nancy Pepper of “Calling All 
Girls” will be commentator. 


The display posters carry the mes- 
sage The Big 92 per cent Buys for Fall, 
the reference being to the Department 
of Commerce estimates that in 1949, 
92 per cent of all shoes will retail at 
under $10. Posters will be displayed 
in manufacturers’ sales offices, show 
rooms, and retail buying offices and 
headquarters throughout the industry. 

The mailing stickers will be affixed 
to all correspondence by both manufac- 
turing and retailing members of the 
industry between now and the date of 
the show. 

Fifty leading manufacturers of men’s 
shoes in the volume and popular price 
fields already have been assigned ex- 
hibit space at the show. Several hun- 
dred manufacturers of women’s shoes, 
slippers and casual footwear, and in- 
fants’ and children’s footwear also will 
display at this official industry Fall 
market week. Over 3000 buyers and 
retailers representing every leading 
chain store, mail order house, depart- 
ment and specialty store and wholesale 
firm are expected to attend. 





Chicago Stores Promote 
New Colors for Men 


CuiIcaGo—The bold bright look of 
the Riviera. Palm Beach and points 
South, as expressed in light tan, rough 
buck shoes with heavy crepe soles worn 
with bright colored shirts and lounge 
suits was a highlight of a recent press 
showing of men’s wear from State 
Street stores. Sponsored by the State 
Street Council, the newest styles in 
men’s suits, hats, shoes, and other 
accessories were shown. 

It was pointed out that a further 
trend, toward Victorian elegance, per- 
vades men’s wear, showing up in light 
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pastels in accessories, in lighter foot- 
wear, and well styled suits and top 
coats in lighter colors. A grey-haired 
executive type stopped the show with 
a pink shirt, rosy brown-on-brown tie, 
and rakish pink handkerchief. Maroon 
socks, brown conservative slim shoes 
and a brown hat with an underlying 
maroon tone completed the outfit. 
Light brown shoes of trim design and 
full-fashioned French lisle hose in 
blended costume colors were worn by 
“the man of the future.” These clothes, 
to be worn during the coming season, 
included a “painted desert”? shirt in 
pale yellow with a semi-spread collar 
and “porcelain jungle” tie in pale yel- 


low with a black pattern picking up 
the blue suit color. The younger gen- 
eration’s trend toward “smoothing up” 
instead of “zooting,’” was shown, dem- 
onstrating that the campus-age male 
will be included in the swing to Vic- 
torian elegance. A grey flannel blazer 
instead of loud plaid jacket, and mix- 
and-match slacks and sweaters carried 
out the “smoothie” style being adopted, 
it was said, by both teens and college 
students. Plain brown or black oxfords 
were worn by these models. 

One woman appeared in this unusual 
style show. In contrast to man’s pea- 
cock elegance, she wore the monochro- 
matie tones of the new season—a dark 
navy coat, hat, and ankle strap sandals, 
beige silk dress, and pink flower at the 
neckline to match her mate’s new pink 
accessories. 

Stores participating in the show were 
Henry C. Lytton & Co., Marshall Field 
& Co., Baskin’s, Richman Brothers, 
Carson Pirie Scott & Co., and Mandel 
Brothers. 


Red and Green Sold Well 
During Easter Season 


CHEYENNE, Wyo.—Best sellers for 
the Easter season reported by the 
Cheyenne Shoe Store include a sling- 
back pump with cut-out vamp and high 
classic heel; and a black patent sandal 
with ankle strap, open back and toe 
and Cuban heel. Wanted colors in the 
sling pump have been red and green in 
polished calf. 








J. G. Schnitzer to Speak 
At Dallas Show 


DALLAS, TEX. — The committee in 
charge of the shoe show to be held here 
by the Southwestern Shoe Travelers 
Association from May 8 to 11, an- 
nounces that the feature speaker at a 
breakfast meeting to be held May 9 
will be J. G. Schnitzer, chief of the 
Leather and Textile division, U. S. De- 
partment of Commerce. He will speak 
on conditions in the hide and leather 
markets as they affect shoe prices. 
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Langston Predicts 
Good Shoe Volume 


HARTFORD, CONN.—L. E. Langston, 
executive vice-president of the Na- 
tional Shoe Retailers Association, was 
the principal speaker at a shoe retailers 
clinic and luncheon here on April 21. 
This meeting, the first of its kind in 


the area, was attended by sixty shoe re- | 


tailers of greater Hartford and repre- 
sented a potential shopping area of a 
half-million people. 

Mr. Langston expressed optimism 
over the prospects of continued good 
business in the shoe industry. He based 
this on the great backlog of savings in 
the form of government bonds and de- 
posits in savings accounts. He empha- 
sized that the lush days of the past few 
years are over, but predicted that 
people will buy if they are given a 
sufficient incentive. Explaining that 
last year it was necessary for women 
to completely outfit themselves with 
the “new look,” and that this resulted 
in decreased spending for footwear, he 
reasoned that shoes will come in for 
more attention this year. 

Mr. Langston was in wholehearted 
agreement with other leaders in the 
merchandising field when he stated that 
better selling is a “must” and that busi- 
ness costs must be subjected to the 
closest scrutiny. 


The advantage of being a small 


businessman was stressed with the re- | 


minder that there is no substitute for 
personal contact on the sales floor. 

Mr. Langston concluded his remarks 
with the statement that he felt that the 
shoe business is the bright spot in the 
soft goods field. 

Speaking on the same program was 


Joseph E. Boyle, vice-president of the | 


J. Walter Thompson Co., and director 
of the National Shoe Institute’s current 
national public relations program. I]lus- 
trating his remarks with a display of 
finished copy and layouts, he forcefully 
outlined the program to acquaint the 
public with the story of footwear. 
Thousands of newspapers are furnished 
with copy material through syndicates 
and by direct release, he said, and copy 
is also made available to commentators 
on women’s radio programs, the theme 
being the co-ordination of shoes with 
other items of apparel. Mr. Boyle 
stressed the fact that the value of this 
program is in its long-range planning 
and its continuity of appeal. He out- 
lined the high points of the program 
for the coming months, mentioning May 
as foot health month, August as the 
back-to-school month, the National Shoe 
Fair in October, and the featuring of 
slippers for November and December. 

Individual and group problems were 
discussed in the open forum which fol- 
lowed. 

The clinic was planned in co-opera- 
tion with the shoe group of the Hart- 
ford Chamber of Commerce and was 
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under the sponsorship of the following 
committee: 

Chairman, George Minnery, of W.G. 
Simmons Corporation; Al Jess, of Wise 
Smith; Charles Cohen, of the Outlet; 
John L. McIntosh, of the J. L. McIn- 
tosh Shoe Co.; Harry Fleischer, of 
I. Miller; William A. Monaghan, of 
Wilbar’s; and Lee Isenberg of the Re- 
tail Trade Board of the Hartford 
Chamber of Commerce as secretary. 


Herbert M. Adler Heads 
Adler Shoe Co. 


New Yoru, N. Y.—At a recent board 
of directors meeting, Herbert M. Adler 
was elected president and treasurer of 
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of) 


ta 


a 





the Adler Shoe Company to succeed 
his late brother, Arthur Adler, who 
died last November 2. With Mr. Adler, 
Edwin Adler, a cousin, was elected 
vice-president and secretary of the com- 
pany which operates a chain of twenty 
shoe stores in the metropolitan area. 





Nebraska Store Sold 


LINCOLN, NeB.—Haney Shoe Store, 
opened 19 years ago at 130 North 13th 
Street by Dan H. Haney and Roy Mil- 
tonberger as one of Lincoln’s largest 
and finest family shoe stores, has been 
sold to Earl Buck of Omaha, who oper- 
ates the Buck’s Booterie chain in the 
Omaha area. 
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Left to right: Hyman M. Cohen; Dr. 
University; George Alpert, president of 
A. W. Berkowitz, national chairman of 
tee; and Co-Chairmen James J. Molloy 
and Albert H. Wechsler of Maiden. 


Boston—Dr. Abram lL. Sachar, 
president of Brandeis University, was 
guest speaker at an enthusiastic din- 
ner meeting of the Abraham Shapiro 
Memorial committee held recently at 
the Somerset Hotel. A memorial to the 
late Abraham Shapiro is to be estab- 
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Abram L. Sachar, president of Brandeis 
the board of trustees of the university; 
the Abraham Shapiro Memorial commit- 
of Lowell; Joseph Grace of Worcester; 


lished on the campus of Brandeis Uni- 
versity whose founding Mr. Shapiro 
pioneered. 

Dr. Sachar recalled the energy and 
spirit with which Abraham Shapiro 
turned every -risis into a challenge in 
the early struggling days of the found- 


Stating 
that “the unhappiest task of my life 
was to preach at the funeral services 
of my good friend Abe Shapiro,” Dr. 
Sachar called upon those present to con- 
tinue the work which Mr. Shapiro be- 


ing of Brandeis University. 


gan so magnificently. Dr. Sachar 
emphasized the quality of the faculty, 
the superb plant, and the nonsectarian 
character of Brandeis University which 
selects its students on the basis of merit 
alone. 

Jack Shapiro and George Shapiro, 
sons of the late Abraham Shapiro, at- 
tended the meeting and voiced the deep 
interest of their family in Brandeis 
University. Telegrams from Louis 
Fried of New York City and Willy 
Nordwind of Chicago, IIl., accepting 
regional chairmanships of the Me- 
morial committee, were received at the 
meeting. 

Reports of new contributions were 
made by Joseph Grace of Worcester, 
Mass.; Harold Gould of Haverhill; 
Hyman Cohen and Ted Poland, beth of 
Boston; and Albert H. Wechsler of 
Malden. Others present at the meet- 
ing included: George Alpert, Carl 
Barnet, A. W. Berkowitz, Frederick 
Bloom, Morris Borkum, Maxwell Field, 
George Kaplan, Charles Kemler, Louis 
Lappin, Al Madow, James J. Molloy, 
Frank Masterson, Harry Phillips, Dr. 
Abram L. Sachar, George Shapiro, 
Jack Shapiro, Jacob Shoul, and Joseph 
Weinstein. 


Boot and Shoe Recorder 














W. W. Stephenson to Address 
Meeting of Credit Men 


ATLANTIC City, N. J.—The 53rd 
Annual Credit Congress of the National 
Association of Credit Men meets here 
from May 15 to 19. 

George B. Jackson, chairman of the 
Footwear Industry committee, presi- 





GEORGE B. JACKSON 


dent of the A. G. Behn Shoe Company 
and past president of the New Jersey 
Association of Credit Executives, stated 
recently that the footwear industry 
feels that continued prosperity depends 
largely on an intelligent reappraisal of 
the credit situation, such as can be 
made at this meeting. 

The feature speaker to the shoe in- 
dustry meeting will be W. W. Stephen- 
son, executive vice-president of the 
National Shoe Manufacturers Associa- 
tion. His subject will be “This Shoe 
Business of Ours.” 

Assisting Mr. Jackson in making this 
meeting successful are J. M. Brandvein, 
M. J. Lakes Shoe Corporation; H. C. 
Collingsworth, Gramling & Collings- 
worth; D. C. Crowell, Brown Shoe Co; 
H. G. Hartcorn, Hood Rubber Co; and 
Fred Martin, Endicott-Johnscn Corpo- 
ration. 





Fall Showing Planned by 
Carolina Travelers 


CHARLOTTE, N. C.—Harry Cawn, ex- 
ecutive secretary of The Shoe Travelers 
of the Carolinas, announces that Fall 
shoes will be placed on display by the 
group’s entire membership on June 12 
and 13 in the Selwyn Hotel here. At 
the same time, this city will be host, 
also, to the Carolina-Virginia Fashion 
Exhibitors, with 300 members; and the 
Southeastern Fashion Exhibitors, with 
100 members, both of which associa- 
tions will display ready - to- wear 
clothing. 

“Shoes will be displayed on the en- 
tire second floor of the Selwyn, con- 
sidered to be the finest commercial hotel 
in this city,” Mr. Cawn said recently. 
Contracts have been mailed to mem- 
bers and there will be follow-up litera- 
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ture not only to the membership but 
also to every shoe store and department 
store in North and South Carolina and 
Virginia. 





Store to Expand 


CASPER, Wy0.—Wiggins Shoe & Lug- 
gage store, 120 East Second St., has 
announced that an expansion and re- 
modeling program is under way. Pro- 
prietors Wayne Miller and Alfred Mass 
said that a gift shop which has occu- 
pied a part of the front section of the 
store will move out and the shoe store 
will occupy the space which is needed 
because of increasing business. 


Manager and Salesman 
Oven Own Store 


BosTtoN—Samuel Lane, who for the 
last 15 years has been connected with 
Wilbar’s, Inc., and for the past 10 years 
manager of their Tremont Street store, 
with Jack Crosby, who for the last 10 
years has been with this concern as 
their leading salesman, have severed 
their relations with this firm and are 
entering business for themselves under 
the name of Crosby Lane Shoes. 

They have taken a store in the Little 
Building on Boylston Street and have 
opened a women’s salon. 
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Easter Shoe Sales 


Generally Satisfactory 
[CONTINUED FROM PAGE 73] 


a lower price level. One buyer said 
that the first ten days of April ran 
ahead of the ten days preceding Easter 
of last year by 7 or 8 per cent. Most 
buyers, on the other hand, while their 
figures had not been compiled when the 
check was made, felt that the Easter 
season this year was below that of last. 


Blue and Patent in Atlanta 


ATLANTA. — The Easter bunny laid 
a golden egg in Atlanta. A vast ma- 
jority of shoe retailers reported Easter 
sales this year ahead of the high mark 
chalked up last year. One retailer re- 
ported his volume for the season was 
12 per cent better than last year’s cor- 
responding period. Others reported 
sales increases that were not quite so 
large, while one concern had detailed 
figures showing there was not quite 
$25 difference between Easter business, 
1949 style, and that of last year. A 
minority said volume was under that 
of last Easter, but in practically all in- 
stances they announced the difference 
was slight. 

Blues and patent leathers were the 
popular choices in the women’s field, 
with shoes priced from $12.95 to $17.95 
moving briskiy. Men went in strongly 
for Summer shoes. 

As a whole, shoe retailers were quite 
pleased with their Easter volume. Most 
of them said sales were as good as they 
kad anticipated and the majority said 
they were better. 

The weather cooperated nicely. 


Slightly Ahead in Boston 


Boston. — Women, at least, forgot 
during the week before Easter that 
they were supposed to be resisting 
prices. Their lapse enabled shoe stores 
and departments to roll up an impres- 
sive total for that period. While any 
comparison between that week and the 
week before Easter last year is practi- 
cally meaningless, since Easter, 1948, 
was in March and snow at that time 
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still was on the ground, it is believed 
that sales this year ran slightly ahead 
of last. 

Boston merchants this year have not 
been making the weekly comparisons 
which were bookkeeping practice last 
year. Some of them have gone on a 
quarterly basis and report a slight 
gain, from one to three per cent, over 
the first quarter of last year, their fig- 
ures including those of Easter week 
last year and excluding those of the 
same week of this year. Others have 
elected to compare the combined months 
of March and April this year with the 
same two months of last year and nec- 
essarily incomplete figures from these 
stores show a range of from five per 
cent below last year’s sales to “about 
the same,” or “a little under.” 

As usual, black and blue were the 
fevorite colors, accounting, with the 
brown family, for probably eighty per 
cent of pre-Easter business. Of the 
specialty leathers, cobra was best, and 
of the high colors, red sold ahead of 
green. Neither of these colors, however, 
was much in demand until a day or two 
before Easter Saturday. The weather 
during most of the week was not con- 
ducive to heavy buying. 


Up-Swing Noted in Los Angeles 


Los ANGELES. — A rising trend in 
retail shoe sales in the pre-Easter 
season in Los Angeles is attributed to 
Spring sunshine and the reaping of 
business heretofore postponed. The up- 
surge resulted in a much more opti- 
mistice view of the future. 

The big color in Los Angeles was 
navy in suede and calf in almost every 
pattern. Many retailers, caught short 
on navy, reported their big sales in 
white and in spectators with navy and 
white outselling tan and white. Pastels 
did not sell in volume prior to Easter 
because few retailers promoted them. 
However, some stores reported that 
purple, pink and shades of gold were 
doing well. 

Considering the weather which pre- 
vailed during the month before Easter, 
whites sold unusually well in linens and 
calf as well as suedes in sandals, ankle 


straps, platforms and sling patterns. 
White is expected to pick up consider- 
ably in the next few weeks. Black 
suedes and patents were also surpris- 
ingly good. 

Sandalized patterns and open toe and 
epen back far outsold closed styles ex- 
cept in the classic spectator. 


Better Than Expected in 
Philadelphia 


PHILADELPHIA. — Shoe buyers are 
satisfied with the results of Easter 
business this year and have lost no 
time and feel no reluctance in present- 
ing a completely diversified Summer 
shoe stock as soon as possible. Many 
stores started to show their Summer 
stocks much before Easter but carefully 
made the difference plain. 

The reports of more shoes sold than 
had been expected came from different 
shopping areas in the city. Although 
many shoe purchasers have been trad- 
ing down in order to buy more than 
one pair of shoes at a time, sales of 
quality shoes have held their own. 

The launching of Summer shoes this 
year is making history. Iridescent san- 
dals which look like gold with a green- 
ish cast filled a Strawbridge & Clothier 
window. These were shown in the new 
flat bottoms with multiple straps as 
well as in many other styles. Shoes 
definitely for Summer have been pre- 
sented in straw by many shoe stores 
and shoe departments. A fabric shoe 
which comes in many bright colors and 
is sprinkled with coin dots in white is 
also displayed. 


Sales Up in Wyoming 

CHEYENNE, Wyo.—Sales of: women’s 
shoes during the Easter season here 
ranged from 5 to 15 per cent ahead of 
a year ago in volume, it was reported 
by buyers, and good demand was noted 
for the new colors, particularly sun 
copper and avocado green calf. Other 
leading colors were said to have been 
gray, natural reptiles, blue suede, red 
and navy. 

One store reported increased selling 
in April of wedgie casuals and sport 
shoes in both pastels and multicolors. 
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V.F.W. Poppy Sale 
May 22-28 

New YorK—Selected as V. F. W. 
Buddy Poppy Girl for 1949, Janis Paige, 
young film star, born in Tacoma, Wash., 
in 1923, was the unanimous choice of 
the National Buddy Poppy committee 





ETERANS OF FOREIGN WARS 0 ™ U.S. 


Poster with portrait of Janice Paige, 
1949 Buddy Poppy girl. 


to typify the average American girl— 
those thousands of volunteers who each 
year throughout the country are active 
workers in the annual Memorial Week 
Buddy Poppy Sale of the Veterans of 
Foreign Wars, to be held this year May 
22-28. 

The wife of a Navy airman, Frank 
L. Martinelli, Jr., who served in both 
the European theatre and the Pacific 
area, Miss Paige herself has a gallant 
record of patrictic war work. Many an 
ex-service man still remembers the time, 
fresh, from the Aleutians or Hawaii, 
Okinawa cr Guam, that he heard her 
sing at the Hollywood Canteen, and she 
cherishes proudly war-time letters from 
all over the world telling her of her 
name being blazoned on planes, jeeps, 
tanks, or balloons. 

All the Buddy poppies are made by 
disabled ex-service men who are pa- 
tients in government hospitals, and a 
portion of the proceeds from their sale 
is allotted each year to the VFW Na- 
tional Home for Widows and Orphans 
of veterans in Eaton Rapids, Mich. 





Shoe Travelers Drive for 
Better Deal for Salesmen 


CHIcAGoO—While living expenses— 
and particularly hotel and travel costs 
—are about three times as high as they 
were in 1915, the rate of commission 
paid to wholesale shoe salesmen is gen- 
erally less than it was 34 years ago, 
according to Norman N. Souther, secre- 
tary-treasurer of the National Shoe 
Travelers’ Association. “That was the 
year when commissions were generally 
raised to 6 per cent,” he said recently, 
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in-stock department. 


YOU CAN EXPECT STEADY PROFITS WITH 


PRIMA 


DANCE FOOTWEAR 


The only line with Parent's seal of approval! 
Here’s the shoes that practically walk out of your store by 
themselves. They’re your “‘bread-and-butter” styles that 
are the same year after year. Never a mark-down needed ‘gy AA 
with these steady sellers—and for a traffic builder, there’s 
none better’ They offer a minimum investment with 
satisfactory profit, due to our large 
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World’s largest 
dance footwear 
manufacturer 
and 








ADVANCED PLEATED-TOE BALLET 





distributor! Soft ballet in black or white colt, 


unlined, with non-skid sueded sole, 
style 10, $1.90. 

Style 12, same as style 10 only 
lined, $2.15. 

Full sole student ballet (not illustrat- 
ed) in black or white colt, unlined, 
with non-skid sueded sole, style 11, 
$1.90. 

Small sizes include elastic across in- 








ACROBALLET SANDAL 











Sueded elk sandal in 
fawn, black, white, red 
or green. Style 1, $.75. 
Style 8C, same as style 
1 with 6-iron crepe 


rubber sole, $1.35. 














THEO TAP TIE 





Featuring improved ‘‘feather-fiex'® 
construction, over-the-toe, profession- 
al-type master taps, unattached, in 
black patent or white leather. Style 
17 — Child's 512/12, M, $2.50; 
Misses’ 1212/3, A & C, $2.75; Girls’ 
3142/9, AA & B, $3.00. 








Whit 


for our new, FREE 
catalog of PRIMA 
dance footwear! 


HANDMADE 


HARD TOE BALLET 








PRIMA, Ine. 


705 Ann Street 
Columbus 6, Ohio 





In pink satin only, with new “Feather- 
flex" construction, no breaking in re- 
quired, style 18, $4.00. 


Service charge of 15¢ per pair on orders for less than 12 pairs 
of a style, 25¢ on 3 pairs or less. Terms — net 30 days. 


"Ballet: Makers ta the Vow Gmeralion_* 


HAND-LASTED 








“and the average was about 4% per 
cent. Today the general rate is 5 per 
cent, and the average is about 3. 

“Yet, in 1915, the traveling sales- 
man’s weekly expense averaged around 
$40, as compared with about $125 to- 
day. A sample room cost $2.50 a day, 
as compared with $9.00 at present—if 
you can find one. Railroad fare was 
2 cents a mile, with no 15 per cent tax 
added. Even tips have gone up four to 
six times. But it was easier to sell 
shoes then than now, because there is 
more competition today. 

“The 6 per cent commission was the 
basis for salaries and bonuses from 


1915 to 1937, when the Social Security 
law went into effect.” 

Mr. Souther cited these figures in 
outlining a drive to correct the situa- 
tion by reducing the salesman’s travel 
cost, on the one hand, and by increasing 
his income on the other. 

“Not all manufacturers are reducing 
commissions or splitting up territories,” 
Mr. Souther declared. “One Massa- 
chusetts company, for example, recent- 
ly raised commissions and at the same 
time reduced prices. The firm has been 
in business many years, and its reputa- 
tion is in line with the way it treats its 
salesmen.” 










# You'll be interested in the 

world of excellent “kid- | 
catching” good-will creat- 
ing items available to you 
at small cost . . . and 
you'll soon see why... 


Since 1901, we've been 
headquarters for Good- 
Will Creating Toys, 
Novelties, Birthday 
Gift Specialties, premi- 
ums and Give-Aways | 


Room 536, Benjamin Franklin Hotel, Philadelphia 
“Mid-Atlantic Shoe Show", May 14 to 17, 1949 








There is no sales resistance 
to Sandabs sports moccasins 


Here’s instant sales appeal in an exciting new 
footwear creation. Made of rich, soft glove 
leathers to fit like a glove, Sandabs are stun- 
ningly unique. Gives you something entirely 
new to build sales. For town or country wear 
any hour of the day. Popular shades. Every 
woman wants Sandabs. Cash-in on this sensa- 
tional business-builder. Excellent profit margin. 
Moderately priced. 


ORDER CLEVER HANDBAGS TO MATCH 


Petite unlined, washable, glove leather hand- 








| | Write or wire 
for full 
details, today. 


*Reg. U.S. Pat. Off. 


| ‘ue Lederer INDUSTRIES, Inc. 


39 West 19th St.. N.Y. 11 











bags to match. They're washable, too. 


A product of the famous 


Merron Glove Er. 


CALIFORNIA 


MONROVIA, 











New York—Winners of the annual sales contest participated in by all G. R. 
Kinney Co. store managers left recently on a cruise to Nassau and Havana. Top 
row, left to right: J. A. Alderson, Huntington; E. T. Lucas, Washington; M. Arnold, 
New York Office; D. A. Fulghum, Jr., Wilmington; A. L. Norstran, Portsmouth; 
E. O. Lowe, Spartanburg; B. E. Rogers, Morgantown; J. J. Gugenheim, Ithaca; 
C. W. Sauls, Montgomery; J. D. Cassidy, Kenosha; N. H. Jones, Jackson. Bottom 
row: K. W. Ward, Baton Rouge; E. E. Baker, High Point; E. M. Patterson, New York; 
J. W. Smith, Fort Smith; C. Adams, Jr., Martinsburg; J. B. Moore, Pine Bluff; E. A. 
Rockhold, Springfield, Ill.; L. L. Lefquist, Ottumwa; M. Zechman, Lancaster; Y. H. 
Love, Fayetteville. 





from 129 South 15th St., to much larger 


Moves to Large Store 
quarters at 116 South 17th St. The 


PHILADELPHIA— Goodrich Shoes, a 
family shoe store here, recently moved 
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new store, completely modernized, is 
about twice the size of the former. 


Joseph Goodrich, owner, announces that 
extra lines of more dressy types than 
those heretofore carried, have been 
added, and that he will continue to 
carry a basic corrective shoe. 





Geller Heads Shoe 


Manufacturers’ Group 


New York, N. Y. — Monroe Geller, 
vice-president, Andrew Geller Shoe 
Manufacturing Company, was elected 
president of the Shoe Manufacturers 
Board of Trade at the annual member- 
ship meeting held at the Hotel McAlpin. 
Mr. Geller succeeds Morgan Grossman, 
Grossman’s Shoe, Inc., who was elected 
to the new post of chairman of the 
board. 

Other officers are: Edward Wolf, M. 
Wolf & Sons, Inc., first vice-president; 
Charles Fox, Zuckerman & Fox, second 
vice-president; Ralph Abrams, Paliz- 
zio, Inc., secretary; John L. Jerro, 
Jerro Brothers, treasurer; and Joseph 
Starr, Mackey-Starr, assistant trea- 
surer. 

The new board of directors is com- 
posed of the officers and Jerome Alt- 
schul, Julius Altschul, Inc.; David S. 
Cohen, M. Cohen & Sons; Howard Fox, 
Fox Shoe Manufacturing Co.; Benja- 
min Schwartz, Schwartz & Benjamin, 
Inc.; William Weinbrot, Harlyn Foot- 
wear, Inc.; John Marino, John Marino, 
Inc.; and Frank Cardone, Cardone & 
Baker. 
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About Shoe People 


Arthur Bahoum, formerly of Detroit, 
Michigan, who has been in the retail 
shoe business for 30 years, has bought 
David’s Shoe Store at 11406 Long Beach 
Boulevard, Lynwood, Calif., and is 
carrying nationally advertised shoes for 
the entire family. The new store name 
is Arthur’s Shoes. 


* * * 


Dean Blair, former manager of the 
Karl’s Poll Parrot Shoe Store at 430 
West Wisconsin Avenue, Milwaukee, 
Wis., has left the company, and his 
duties in that store have been taken 
over by Marvin R. Johnson, who was 
transfered here from his previous job 
with Bowman Brothers in Muscatine, 
Iowa. 





* * * 


B. J. Roszell, manager of the Kinney 
Shoe Store, 323 West State Street, 
Rockford, Ill., for the past three years, 
has been named manager of the Kinney 
Shoe Store in St. Paul, Minn. A. S. 
McCaslin, of the St. Cloud, Minn., store, 
has been transferred to Rockford. 


* * * 


W. E. Williams is in charge of the 
shoe department of Ike’s Clothing 
Store, Prichard, Ala., which opened 
recently. The business is owned by Mr. 
and Mrs. Ike Gurwitch, and is located 
at the corner of Clark Street and Wilson 
Avenue. 


* x *x 


Famous Shoe Store, 303 North Wash- 
ington Street, Marshall, Tex., has com- 
pleted its remodeling program and held 
open house recently. The store features 
nationally-advertised lines for men, 
women and children. Doyle Webb is 
the owner. 

* < * 

William H. Hoy, personnel director 
at the International Shoe Co. plant 
here in Newport, N. H., was active head 
of the annual Red Cross fund campaign 
throughout the Newport area. 


ba 2k cs 


Mr. and Mrs. Kenneth F. Morris, of 
Watertown, N. Y., have purchased 
Crumb’s Shoe Store in Gouverneur, 
N. Y., and have taken possession. Mr. 
Morris also is manager of the Gouver- 
neur store of the Watertown Mattress 
Company. Mrs. Morris has been man- 
ager of the Jay Shoe Store for the last 
six years. 

ee 8 

Jesse Fridman has been appointed 
shoe buyer at Hens & Kelly, Inc., Buf- 
falo, N. Y., department store. He has 
been associated with the store since 
1940. Mr. Fridman succeeds Byron F. 
Sack, who has resigned. 


* * = 


Paul L. Comer is now managing the 
shoe department in F. G. Clayton Com- 
pany, Detroit, men’s store, for the Free- 
man Shoe, department lessees. He went 
to Detroit from Evanston, IIl., where he 
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STYLE No. 652 $3.60 


© Long wearing Neolite soles 
©  Skillfully machine sewn 

© Quality construction 

Hand burnished Brown 


or Antique Red 
SIZES 


Here's good news for buyers and dealers 
a Made-in-Maine Sebago-Mocs are now available from our 


1S2¢ ANNOUNCEMENT 





FOR THE FIRST TIME 
) Two Top-Quality Ladies’ Moccasins 


Available Immediately from Stock 


the famous 





"In-stock'’ Department in these two handsome ladies’ 
models. 
Look at the beautiful styling — compare the qual ity 
LAS features with any other moccas’ns — then order a supply 
Ss today and watch ‘em sell. 
© Unique — Patented 
© Genuine hand sewn 
STYLE No. 500 © Welt contruction 
$4.85 © No innersole 
© Amazingly flexible 
© Extra fine leather sole 
Hand burnished Brown 





Style No. 652 
Narrow 5-10 
Medium 3-10 


AAA 6-9; AA 5-10 


Style No. 500 
A 44-9; B 3-10 
C 3-9 





Add 25c service charge on orders 
for 3 pairs or less. 











: WESTER 


NO OTHER SHOE HAS SO MANY USES! 


SEBAGO: MOC CO. 


MAINE 


MARBRIDGE B 








managed the Freeman department in 
Williams, exclusive men’s store. 
~ * * 

The marriage of Leo A. Schultheis. 
women’s shoe buyer at McCurdy & Co. 
department store in Rochester, N. Y., 
and Miss Wilma A. Shaw, daughter of 
Mr. and Mrs. Herbert C. Shaw, of 
Rochester, took place recently in Old 
St. Mary’s Church. 

* * 


* 


The Golden Rule department store, 
St. Paul, Minn., announces the ap- 
pointment of George B. Williams as 


senior merchandise manager, in charge 
of merchandising shoes, home furnish- 
ings and associated lines. 
* ” = 

Fred N. Wells, president of Wells & 
Frost, Ine., Lincoln, Nebraska’s largest 
family shoe store, has been appointed a 
member of the Chamber of Commerce 
Retail Committee. The committee plans 
various business promotional events 
such as the annual Fall opening and 
Christmas decorations, and is financed 
by a budget raised in the name of the 
Lincoln Promotion Council. 
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(Room 755) 


West Coast Shoe Travelers 
Shoe Show... MAY 15-18 


Plaza Hotel, San Francisco, Cal. 





Popular Priced Shoe Show 
MAY 22-26 
Hotel New Yorker, New York City 


(Rooms 1467 & 1470) 





79-81 Reade Street, 





Exclusive Dealers in Branded Job Lots 


BARIS SHOE COMPANY, ine. 


New York 7, N. Y. 
Cable Address: ALBARISHOE © Phone WOrth 2-5180-! 
SAMPLE OFFICE ¢ HAAS BLDG. © Los Angeles, Calif. 














Con NELL 


Fine quality smooth grain leather. 10 inch 
boot—tfull lecther lined. Finest bootmoker 
—lecther outsoles. 


} M. CONNELL SHOE CO., South Braintree, Mass. 
Pacific Coast Distribs:tor, Martin Lee Shoe Co., Los Angeles, Calif. 





Black or tan calf Half 
Wellingtons, kid lined, 
widths B, C, D, or €. 
Sizes 6-12. 











Sells One Store; Opens 


Another 


DETROIT — Paul Fogelman, operator 
of Fogel’s Boot Shop, has opened a 
new store at 7730 West McNichols 
Road, and has sold his original store, 
which he had operated for the past ten 
years at 8709 Twelfth Street, to the 
new Stevens Boot Shop firm. 

New owners are Jack Stevens, a 
newcomer in the shoe business, and 
Louis Bigman, who was with the Kob- 
lin Department Store for 25 years. The 
store will continue to carry men’s, 
children’s, and growing girls’ shoes 
only, according to Mrs. Stevens, who 
assists in managing the store. 


Goldfish in Hosiery Form 


MARYVILLE, Mo. — Morris Hamilton, 
manager of Brown’s Shoe Fit Company 
in Maryville, recently succeeded in at- 
tracting a great deal of attention to his 
store through an unusual window 
play. Filling a transparent, plastic 
hosiery form of standard size with 
water, Mr. Hamilton placed a _ half 
dozen goldfish inside. Complete with 
hose, the form was then mounted on a 
revolving turn-table. The display not 
only emphasized the sheerness of the 
hose but also made his display window 
a major attracticn, 


dis- 
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Gold Shoes Promoted 
In Los Angeles 


Los ANGELES—After the surge of 
gold last year, buyers were not quite 





A prospective customer for the new 
crop of gold shoes is shown one of the 
styles by Salesman Bill Brewster, of the 


Broadway Department Sfore, Los 
Angeles, California. 
sure how to play it this season. A. E. 


Schmidt, shoe buyer for the Broadway 
Department Store in Los Angeles, de- 
cided that gold would not be a fad again 


this year, but had definite possibilities 
as a standard shoe if properly pro- 
moted. 

The promotion put on was made possi- 
ble by the fact that a deal between a 
leather manufacturer and Seymour Fab- 
rick of Vogue Shoe, allowed the com- 
pany to manufacture the same quality 
shoes at a considerably lower price than 
last year. For instance, the type of 
shoe which retailed for $12.95 last year, 
sold for $9.95 during this year’s pro- 
motion. 

Publicity for the “gold rush” was 
handled through a full-page ad in the 
Daily News and an 80-inch ad in the 
Los Angeles Times. Elevator cards 
were placed throughout the store and 
extensive use was made of departmental 
displays. Since Easter, gold has been 
featured in outside windew displays. 


Allied Products Spring 
Show, September 6-8th 


NEW YORK—The Advisory committee 
of the Allied Shoe Products and Style 
Exhibit announces that the Spring 
showing by the Allied Trades group 
will be held September 6th to 8th at 
Hotel Belmont Plaza, in this city. 

Opening day will be Tuesday, Septem- 
ber 6th, one day in advance of the 
Tanners’ Council Spring Leather Open- 
ing at the Hotel Waldorf-Astoria. 
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CINCINNATI 





OHIO SHOE TRAVELERS CLUB - 


Midwest Shoe kair!! 


SPONSORED BY OHIO SHOE TRAVELERS CLUB 


HOTELS GIBSON 


OHIO—MAY 15-16-17, 


@ Over 150 Lines—™Men’s, Women’s, Children’s Footwear and 
Accessories. 


@ Dinner, 


@ Traditionally Famous Style Show, America’s Newest Foot- 
wear Creations Displayed by Beautiful Models on the Run- 
way, Tuesday Evening, May 17. 


@ Annual Handicap Golf Tournament Wednesday, May 18, at 
Clovernook Country Club—Open to All Shoemen. 


@ Beautiful Television Set as Registration Prize to Some Lucky 
Retailer. 


Make your reservations now direct to hotels. . . 
12 NORTH THIRD STREET, COLUMBUS, OHIO 


NETHERLAND PLAZA 


Dance and Entertainment, 
Garden, Tuesday Evening, May 17. 


1949... 


Gibson Hotel Roof 











Buffet Luncheon to Be 
Chicago Show Feature 


CHICAGO—A buffet luncheon for re- 
tailers, exhibitors and salesmen will be 
a highlight of the Fall Shoe Show to 
be held by the Shoe Travelers of 
Chicago, May 15, 16, 17, and 18 at the 
Morrison Hotel. The luncheon will be 
held Tuesday from 12:30 to 2 p.m. 
in the Roosevelt Room. Tickets will be 
given all retailers at the registration 
desk instead of being mailed out as has 
been customary. 

More than 200 exhibitors have re- 
served rooms, and with many of the 
new houses signed up, this promises to 
be one of the most comprehensive shows 
the Chicago group has ever staged, 
John J. Walsh, president, announces. 
Insofar as is possible, lines will be 
classified by floors, with children’s, 
men’s and women’s kept separate. 
There is expected to be a big and con- 
tinued demand for casuals as well as 
for staples and new style numbers. 

Announcements of the show have been 
mailed to some 4000 retailers and heavy 
attendance is expected from the smaller 
towns and cities in Illinois, Wisconsin, 
and Indiana. Buyers will also attend 
from Michizan, Minnesota, and Iowa. 
In addition to several mailing pieces, 
individual exhibitors are advising re- 
tailers of the show. 
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Fashion News Used to 
Promote Men’s Wear 


DALLas, TEX.—To make men more 
style conscious and thus to promote 
sales, the Dallas Morning News and 
the Daily Times Herald here have 
been publishing a series of by-lined 
articles on men’s fashions similar to 
those on women’s fashions which are 
commonly features of every newspaper 
in the country. 

To start the ball rolling, a luncheon 
meeting was arranged by Morton H. 
Sanger, executive vice-president of E. 
M. Kahn & Company, to which were 
invited the managing editors and 
fashion editors of all the newspapers, 
local representatives of national trade 
papers, the principals of leading Dal- 
las men’s wear stores, and their adver- 
tising directors. 

Mr. Sanger discussed the vast 
amount of fashion news devoted to 
women’s wear, and stressed the cor- 
responding neglect of men’s wear 
fashions. He proposed that a regular 
men’s fashion column be conducted by 
papers with various local stores sup- 
plying items illustrating the latest in 
men’s apparel style, as well as general 
men’s wear news items. 

The papers were also asked to pro- 
vide a series of articles giving infor- 
mation as to the proper dress to be 


worn at the proper time and place. 
The proposals outlined were enthusi- 
astically received, and a committee ap- 
pointed with a revolving chairman to 
which position James K. Wilson was 
named for the first three-month period. 





Heads UJA Campaign 


New York—Alfred E. Greene of 
Emil Buschoff & Co. has again been 
named to head the 1949 campaign of the 
United Jewish Appeal in the hide, skin 
and leather industry, it is announced by 
Jerome I. Udell, a general campaign 
chairman of the metropolitan drive. 
Mr. Greene said that the industry’s an- 
nual dinner to aid the relief and re- 
habilitation of uprooted Jews overseas 
will be held in May. 

Chairman of the Hides, Skin and 
Leather Division of the United Jewish 
Appeal for the past three years and 
active in other philanthropic work, Mr. 
Greene is well known in the trade as 
vice-president of the National Associa- 
tion of Hides and Skins Importers and 
as a member of the Commodity Ex- 
change. 


New Store Opened 


SHAWNEE, OKLA.—Skinner’s Shoe 
Store has opened for business in its 
new location at 5 East Main Street. 





LEADING THE CLASS! 


COLORFUL SADDLES 






Eye-see becomes I-want when your 
shoes have the precious RANDAK 
appeal — 24 k. gold and silver kid, as 

developed by KOHNSTAMM and made in our 
own Camden tannery. 


RANDAK will not spot or tarnish. Specify this 


Bl1454 Women's White and Brown, White Sole 
B1456 Women’s White and Black, White Sole 
B1458 Women's White and Red, White Sole 

Bl1459 Women's White and Green, White Sole 
B2480 Misses’ White and Brown, White Sole 
B2482 Misses’ White and Red, White Sole 

MISSES’ AND WOMEN'S SADDLES ALSO IN STOCK NOW 

WITH GENUINE ENGLISH BALLOON CREPE SOLES 


Phyl-Fiex For Fast Fiats 





other numbers carried IN STOCK for IMMEDIATE 
DELIVERY. Keep your inventory low by sizing up regularly 
on these $4 to $5 retailers. Buy direct from the manufacturer for 


exceptional values. Write for catalog. 


PHYLLIS SHOE COMPANY 


Lowell, Massachusetts 


MANUFACTURERS 





100 Gold Street 


superior metallic leather in your orders. 


distributed by 
DREHER LEATHER MFG. CORP. 


New York 7, N. Y. 








New Tree for Use 
With Open Shoes 


An addition to the closet accessory 
field is the new “Shoelast,” a strictly 





feminine shoe tree designed for use 
with the open heel and ankle-strap 
shoes so popular today. 

A clear lucite spring shank is said to 
make “Shoelasts” fit. They may also 
be used with other styles of footwear, 
and come in blue, pink and pearl. 

Luxury Gifts, Inc., 516 Fifth Avenue, 
New York City, is producing this new 
item. 
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What’s New 





Protective Welting Designed 
For Lighter-Type Shoes 


BROCKTON, MAss.—An original note 
for Fall-Winter styling, introduced by 
the Barbour Welting Company of 
Brockton, is the new Barbour Diamond 
Stormwelt. 

This new refinement in specialty 
welting, it is pointed out, illustrates 
what can be done in protective welting 
on lighter-type shoes without detracting 
from the distinctiveness of the shoe, 
and thus combining the practical with 
the attractive. 

A number of men’s shoe manufac- 
turers are engaged in designing sam- 
ples styled with the new Diamond 
Stormwelt in both calf and suede. 





Sales Office Moved 


PHILADELPHIA—On May 1, the Phila- 
delphia sales office of the Gerberich- 
Payne Shoe Company, well-known man- 
ufacturers of boys’ footwear, was 
moved to Room 914 in the P. S. F. S. 
Building at 12 South Twelfth Street. 
Walter P. Palmer, local representative, 
is in charge of the new office. 


New Foam Rubber Foot 
Cushion Introduced 





Chicago.—A new Dr. Scholl device 
called the Rite-Poise Foot Cushion, is 
orthopedically designed of foam rubber 
and is said to give soft, cushioning sup- 
port to the metatarsal arch; to relieve 
tired, burning feet, and to help restore 
foot balance and body posture. 





Plans New Shoe Store 


SAN ANTONIO, TEX.—Although work 
has not yet been started on the build- 
ing, space has already been leased by 
the Zimmerman Shoe Company for a 
shoe store in the new Grossman Shop- 
ping Center to be constructed on Broad- 
way between Grove Place and Arcadia 
Place. 
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NEWS OF THE 


SHEN inde \iggolters 


Wellco Shoe Executives Promoted 





ROBERT PLOTT 


JOSEPH L. STANELLI 


Waynesville, N. C.—Joseph L. Stanelli has been appointed director of mer- 
chandising; and Robert Plott has been named sales manager of the Wellco Shoe 
Corporation, Waynesville, it has been announced by H. W. Rollman, president. 





J. J. Byrnes to Sell for 
Caswell Doucette 

St. Louris—J. J. Byrnes has been 
named by Caswell Doucette Shoes, Inc., 
of Lynn, Mass., to represent the firm 


in the Midwest, Southwest and South- 
east. He will make his headquarters in 





J. J. BYRNES 


St. Louis, with offices in Suite 1406, 
Syndicate Trust Building, 915 Olive St. 

Caswell Doucette, who recently en- 
larged their manufacturing facilities, 
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are producing women’s style footwear 
in the $8.95 to $9.95 retail bracket. 

Mr. Byrnes formerly was vice-presi- 
dent in charge of sales and advertising 
of Johansen Bros. Shoe Co., and more 
recently was associated with Omega 
Shoe Co. He has been in the shoe busi- 
ness more than 30 years. He also has 
experience in the retail field, having 
merchandised various retail units at 
different intervals of his career. 

Mr. Byrnes first showed the Caswell 
Doucette line at the 3rd Fall Showing 
in St. Louis. 


To Sell for L. B. Evans 


Los ANGELES—Larry Russell, brother 
of McLain Russell, has joined the L. B. 
Evans’ Sons Co. sales force and will be 
associated with “Mac” in the Los Ange- 
les office. He will travel the Mountain 
States, Arizona, El] Paso, and parts of 
California. Larry was formerly with 
Clark’s Bootery in North Hollywood. 





Branch Factory Built 


Bic Rapips, MicH.—The Wolverine 
Shoe & Tanning Corporation held open 
house for the public recently so that 
they might view its new branch plant. 
The plant has a capacity of 2,000 pairs, 
cost approximately $100,000, and em- 
ploys 100 workers. 


E. M. Ward on Sales Staff 
Of E. E. Taylor 


Boston—The E. E. Taylor Corpora- 
tion announces the appointment of E. 
M. Ward to its sales staff. Mr. Ward 
will handle both the Taylor-Made shoe 
and the Taylored moccasin lines, cover- 
ing Southern Illinois, Missouri, Kan- 
sas and Nebraska. 

Edward T. Peabody, vice-president 
in charge of sales for Taylor, states 
that Mr. Ward’s appointment is in line 
with a policy of territorial reorganiza- 
tion necessitated by sales increases and 
a general expansion program. 

Mr. Ward terminates a nine-year as- 
sociation with Jarman Shoe Co., during 
which period he achieved an outstand- 
ing sales record in the Missouri and 
Kansas territories. 





E. M. WARD 


He plans to present his new lines at 
the Heart of America convention in 
Kansas City, Mo., Room 405, Muehle- 
bach Hotel, May 29-30-31. 





To Handle Campaign for 


Kid Tanners 


New York—The Kid Group of the 
Tanners’ Council of America has ap- 
pointed the R. D. Northrop Co. of 
Boston to handle its Fall advertising 
campaign. The sale of women’s kid 
shoes will be promoted in newspaper 
advertisements and spot radio an- 
nouncements in selected cities through- 
out the country. 
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Television Used to Picture Shoemaking 





William Holt (right) designer for Albert H. Weinbrenner Co., is caught by the 
television camera while giving George Comte, TY commentator, some of the 


highlights of coming shoe design. 


MILWAUKEE, WIs.—Products and per- 
sonnel of the Albert H. Weinbrenner 
Co., this city, were featured recently 
in a half-hour television broadcast 
originating from WTMJ-TV. 

The program, “Salute to Industry,” 
is a popular weekly feature, sponsored 
by the Marine National Exchange Bank, 
in which leading concerns in various 
branches of Wisconsin industry are in- 
vited to dramatize the part that each 
plays in the economic health of the state 
and nation. In the case of the Wein- 
brenner telecast, approximately twenty- 
five minutes of the entire half hour 


were devoted to the way in which shoes 
are made, the four Wisconsin factories 
in which Weinbrenner makes_ the 
Thorogood and Bondshire lines, the 
problems and pleasures of styling; and 
to interviews with John E. Dickinson, 
vice-president and retail sales manager, 
and with William Holt, designer for the 
Weinbrenner firm. 

This program marks the first time 
in Wisconsin, and is believed to be the 
first time in America, that television 
has been used to explain the inner 
workings of the shoe industry to the 
public. 





J. J. Scott Heads New 
Craddock-Terry Department 


LYNCHBURG, VA.—J. J. Scott, former- 
ly associated with International Shoe 
Co., St. Louis, Mo., for over 15 years, 
has joined Craddock-Terry Shoe Cor- 
poration. 

He will organize and head a new 
Customer Service department designed 
to assist shoe retailers to operate effi- 
ciently and profitably. Plans incorpor- 
ate special services in store designing, 
merchandising counsel, advertising, 
sales promotion, display, and simplified 
systems of stock and accounting con- 
trol. Retail clinics will be held periodi- 
cally to permit retailers to participate 
in the development of the department 
functions to assure maximum efficiency 
in all phases affecting progress and 
profits. 

Mr. Scott has had an unusually broad 
experience in this field, and enjoys an 
excellent reputation for his accomplish- 
ments while with International Shoe 
Co. He is well known to the trade 
throughout the country. Many of his 
publications detailing competitive re- 
tailing plans are used by schools and 
colleges as text material. 


Prior to his association with Inter- 
national Shoe Co., he was a retailer in 
his own right. He was most instru- 
mental in the development of the Petot 
Shoe Co., chain of retail shoe stores with 
headquarters in Cleveland, Ohio. This 
chain was purchased by A. S. Beck 
Shoe Co. upon Mr. Petot’s retirement 
from ousiness. 

This new department with Crad- 
dock-Terry is the result of numerous 
requests that its broad experience with 
thousands of retailers be utilized to 
assemble the outstanding principles of 
modern, successful retailing, making 
the result available to its customers. 





Made Vice-President of 
Swan Shoe Co. 


BALTIMORE, MD.—E. W. Weakley, Jr., 
has been elected vice-president of Swan 
Shoe Co., Inc., of this city. In this ca- 
pacity, Mr. Weakley will have charge 
of sales and will, as well, cover East- 
ern Pennsylvania Maryland and Vir- 
ginia. 

Mr. Weakley’s former territory, the 
Southeastern states, will be taken care 
of by George Black, Jr. 


New Line Introduced 


By International 


St. Lovurs—Accent shoes, made by 
Accent Shoe Company, a new sales di- 
vision of International Shoe Company, 
St. Louis, were introduced to the trade 
at the Fall showing of the St. Louis 
Shoe Manufacturers’ Association, April 
27-30. The Accent line, which has been 
in planning and preparation stages for 
more than a year, was announced as 
International’s first important entry 
into the “increasingly important $8.95 
field” of women’s nationally advertised 
footwear. 

The new Accent Shoe Company re- 
places the Jefferson Shoe Company as 
one of International’s 14 sales devisions. 
Edward T. Jones, former head of the 
discontinued Jefferson branch, is gen- 
eral manager of the new Accent di- 
vision. 

According to Mr. Jones, the opening 
line presents about 80 patterns includ- 
ing cement soles with and without plat- 
forms, half slip-lasted and full slip- 
lasted with wedge heels. All colors and 
materials important in volume fashion 
are shown. 

Accent shoes will be strongly backed 
by national advertising and a well-de- 
fined dealer promotion plan. 





To Design and Sell 
For Irving Drew 


LANCASTER, OHIO—The Irving Drew 
Corporation announces that Julius Wal- 
ter is joining the organization as de- 
signer and quality supervisor. Mr. 





JULIUS WALTER 


Walter also becomes a member of the 
sales organization, covering Metropoli- 
tan Detroit, Indiana, part of Illinois 
and West Virginia. 

Mr. Walter has designed Rice O’Neill 
and Cradle Heel shoes for the past five 
years. Prior to that he was associated 
with Boyd-Welsh, Inc., and Conaway- 
Winter, Inc. 

Tom Lyons, who has been traveling 
the Midwest, will also take over Okla- 
homa. 
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WIGGLETOE 


QUALITY SANDALS 
ARE UNUSUAL VALUES. 









NEOLITE SOLES 
PREWELT CONSTRUCTION 

Selected elk leather uppers. Leather insole. 
Leather counters. Made on special sandal lasts. 
2 te 6 $1.80 6i/> to 9 $1.95 91/2 to 12 $2.15 
Widths: N (B-C). M (D). 
#733 Brown. #734 White. #736 Red. 





CREPE SOLE 
STITCHDOWN CONSTRUCTION 
Elk leather uppers. Sturdy imported crepe soles. 
Grain leather insoles. Grain leather counters. 
Sizes 5 to 3. Price $1.95 pair. 
#5633 Brown. +5634 White. 25636 Red. 
TERMS: 2%—E0M 


WIGGLETOE SHOE CoO. 
355 BADGER AVE. NEWARK 8, N. J. 
N. Y. Showroom: 200 Wes? 34th St. 








New Department Established 
By General Shoe 


NASHVILLE, TENN.—Recognizing the 
fact that the work of coordinating cost 
problems with styling, selling, purchas- 
ing and manufacturing cost conditions 
requires special and executive super- 
vision, General Shoe Corporation has 
just announced the creation of a Mar- 
ginal Cost Coordinating department, 
and has named as its director, Dave 
Payne, widely experienced pattern and 
styling executive of the company. Ma- 
terial and labor specifications will be 
under constant study in the new depart- 
ment, whose major function is to bal- 
ance the requirements of the shoe with 
the selling price. 

Mr. Payne’s broad experience in all 
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types of shoes will be particularly valu- 
able in this work. He started with Rich- 
Vogel Shoe Company of Milwaukee in 
1927 as a high style women’s model 
cutter, and also spent considerable time 
at the Dunbar Pattern Company, learn- 
ing pattern making. In 1933 he joined 
the Ideal Shoe Mfg. Company as style 
man for growing girls’, children’s and 





DAVE PAYNE 


babies’ stitchdowns, welts and Littleway 
lines. When Ideal merged with Walter 
Booth Shoe Company in 1937 and 
formed the Mid-States Shoe Company, 
Mr. Payne transferred to men’s shoes 
and became style man and assistant 
superintendent for the Crosby Square 
line of men’s shoes manufactured by 
this firm. In 1945 he joined General 
Shoe Corporation at Nashville as direc- 
tor of the men’s and boys’ style depart- 
ments, later taking on juvenile direc- 
tion and also pattern work. His other 
experience at General Shoe includes 
forming a women’s pattern depart- 
ment; starting a model manufacturing 
plant, where men’s, women’s and juve- 
nile style model shoes could be made 
and tested prior to adoption in the com- 
pany’s lines; and also setting up a pat- 
tern making plant to manufacture a 
large part of the company’s cutting 
patterns and sole rounding patterns. 


At the time of his appointment as 
director of the new Marginal Cost Co- 
ordinating department, he was assis- 
tant director of central design, respon- 
sible for men’s and boys’ styles, juve- 
nile style, the women’s pattern depart- 
ment, the model plant and pattern mak- 
ing department. 

In his new department, Mr. Payne 
will report directly to President Henry 
W. Boyd, Jr., who has announced that 
C. W. Butler, Sr., will continue his 
work as a general consultant; and that 
J. C. Seay, Jr., will be transferred from 
the design department to this new de- 
partment as a supervisor on cost co- 
ordination. 





Appointed Sales Manager 


GALT, ONT.—Arnold Pettit has re- 
cently been appointed sales manager of 
the Scott Shoe Co., Ltd., of Galt. 
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PICTUR-VISION 
CABINET PROJECTORS 


| Have been specially developed for the shoe 


industry by the makers of Pictur-Vision 
equipment. 

Pictur-Vision Cabinets are designed to 
increase your sales. They create impulse 
buying, convince the shopper on the spot 
and close the sale. Your story is presented 
in a sequence of 16 beautiful Kodachrome 
slides that change at six second intervais 
and operates continuously. Pictur -Vision 
gives action —drama—color to your story 
...and best of all, it’s right on the spot 
where your product is sold. 
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Ideal for sales meetings, 
conventions, dealer training 
schools, safety meetings, edu- 
ANS aisle €ating store personnel and a 

real demonstrators selling aid. 


Remote control push button arrangement 
makes it easy to train dealers, salesmen, 
personnel. Just press the button to change 
slides.. Entire sequence (16 pictures) can be 
changed in a few seconds. Easily adapted 
for speeches on wire recording tape or con- 
ventional records. 

Pictur-Vision Cabinet Projectors are stur- 
dily built with light weight steel construc- 
tion, the entire unit weighing less than 100 
Ibs. A large 14%x 21 inch rear projection 
screen gives maximum brilliance. Equipped 
with Solarbrite Projector, uses 750 Watt 
200 hour lamp. 3 inch coated lens. Height 
36” with 16” square base. Requires only 4 
sq. ft. of floor space. 


COMPLETE PACKAGE UNIT + 9 5 
Ready to use with no attach- 3 

ments to buy. Just slip in your F.O.B. 
slides and plug in the cord . . Oconomowoc, Wis. 


U. S. PATEN) 
No. 2369483 
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MEN'S SLIPPERS 
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AT ONCE DELIVERY 


MEN’S KID LEATHER OPERAS 


Fully leather lined, leather sock lining, leather 
outsole, compo construction. 


$3.10 


Per Pair 







No. 50! Brown Kid Opera 
No. 502 Black Kid Opera 
No. 503 Wine Kid Opera 
No. 505 Burgundy & Black Combination Am- j 
bassador } 

Sizes 7 to 12, 36 pairs to a case. 


18 PAIR MINIMUM 


MEN'S LEATHER LINED BROWN KID 
EVERETTS 


$3.10 


Per Pair 
Net 10 Days 






Rubber 
Heels 


No. 507 
COMPO CONSTRUCTION } 





Aisle (6 


839 N. Water St. Milwaukee 2, Wis. 
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CHAIRS AND STOOLS 
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Exclusive distributor of the popular ART 
CHROME Steel Furniture for the Shoe 
Trade. Samples can be seen in our dis- 
play room or write for illustrated folder 
and prices. 


LYONS & COMPANY 
120 DUANE STREET NEW YORK 7, N. Y. 











90 


Salesmen Take to Air to See New Plant 





W. L. Douglas executives and salesmen at Scranton, Pa., airport on their way to 
visit the new Douglas factory in that city. 


BrRocKTON, Mass. — The W. L. 
Douglas Shoe Co. held a one-week con- 
ference for its staff of traveling sales- 
men, from April 11th to the 15th. A 
series of meetings with company exec- 
utives was held here and the salesmen 
were highly enthusiastic about plans 
for the future. 

Highlight of the week’s get-together 
was a special flight on a chartered 
TWA plane to the new Douglas plant 
in Scranton, Pa. On arrival at Scran- 
ton, the Douglas delegation, headed by 
Marshall Stevens, executive vice-presi- 
dent of the company, was greeted by 
President William J. Raeder of the 
local Chamber of Commerce and other 
city officials. The group was then taken 
by a police-escorted caravan to the City 
Hall, where Mayor James T. Hanlon 
personally welcomed them to the city. 

After this ceremony, a trip was made 
to the Douglas plant, which in the 
words of its plant manager, John Cona- 
than, “is one of the finest equipped 
shoe factories in the United States 
with regard to its equipment and ma- 
chinery.” The group was then con- 
ducted on a tour of the plant while it 
was in operation. The plant, which was 
completed in October, 1947, has an out- 
put of 1200 pairs a day, but Mr. Cona- 
than said, “We are anticipating an out- 
put of 1800 a day.” 

Approximately two hundred em- 
ployees work in the plant which has 
been designed to give them the best in 
comfort and equipment. All machines 
are of the latest type. Fluorescent 
lighting is used throughut the 60,000 
square feet of floor space. The instal- 
lation of “Flexi-power,” a specially-de- 
signed electrical wiring arrangement, 
permits machinery to be connected 
practically any place in the plant. To 
facilitate any desired movement of ma- 
chinery, machines are not bolted to the 
floor, but rest instead on sponge cush- 
ions secured only by suction cups. 

During their visit, the officials and 
salesmen had an opportunity to meet 
and talk with President Gerald N. 
Sanguiliano, and other members of the 
local union committee. On completion 
of the inspection tour, the Chamber of 


Commerce gave the visiting group and 
union officials a luncheon at the Cham- 
ber of Commerce building, and later 
took them on a motor tour of the city. 

Officials of the company who made 
the trip were: Marshall H. Stevens, 
Pete Parker, Joe McCarthy and Jack 
Atkinson, a director of the company 
and president of the John B. Atkinson 
Shoe Co. The salesmen present were: 
Les Biebelberg, John Burke, John By- 
ron, Jim Carlson, Lorenzo Davis, Tom 
Furlong, Bill Mitchell, Bob Peek, Wal- 
ter Sargent, Ward Spell, Les Strick- 
land, Frank Whitman, Herman Yank 
and Henry Machol; and Oscar Bres- 
nick, advertising counsel. Members of 
the press who also made the trip were’ 
Bob Riordan, Brockton Enterprise; 
Howard Rains, Fairchild Publications, 
and Ed Spasek, Boot AND SHOE RE- 
CORDER. 





St. Louis Jobbing House 
Has Anniversary 


St. Lours—Mosinger Cohn Shoe Co. 
is celebrating the beginning of its 34th 
year as a shoe jobber this Spring, a 
period during which the firm has grown 
from its former status as a small shoe 
jobber to one of the nation’s largest 
jobbers of standard brands. 

Founded by the late Harry Mosinger 
and his brother, Gus Mosinger, the firm 
is now officered by the lattter as pres- 
ident, and R. P. Cohn as vice-president 
and secretary. 

Some idea of the ocsepuiibdilibaiat s prog- 
ress is seen in a comparison of today’s 
stock and warehouse space and general 
offices at 1235 Washington Avenue with 
the early years of its existence. Floor 
space occupied now totals 13,000 square 
feet. In 1916 it was 900. 

Originally operated at 712 N. 9th 
Street, Mosinger Bros. occupied addi- 
tional warehouse space across the street 
at 711 N. 9th Street after a few years 
and soon doubled the warehouse accom- 
modations by taking over the rear of 
the building at 710 N. 9th Street. Their 
last expansion while on 9th Street was 
to occupy the entire space at 710. 
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gS Black, red, 


white, fawn 
green and blue 


SIZES 9 to 3 
and 
SIZES 4 to 9 


Also available 
with leather sole 


\U 
Crepe S° 


JAYRICH FOOTWEAR CO. 
East Lynn, Mass. 
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RHINESTONES 
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Rhinestone Side Bow 


Imported crystal stones 


DORE 





background with bow | 
€ | 
clips. 
IMMEDIATE DELIVERY 
Fastest selling Buckle 
retailing at a “DOLLAR” 


_cthinestone Creations 


N. 39th St. Phila., Pa, 





Carl T. Smith to Sell 
L. B. Evans Line 


WAKEFIELD, MAss.—Carl T. Smith 
has been named sales representative in 
Texas, Oklahoma and Arkansas for L. 
B. Evans’ Son Co. of Wakefield, manu- 
facturers of men’s slippers. 

He replaces Leslie Weaver who was 
forced to retire after 29 years with 
Evans due to illness. Mr. Weaver will 
continue with the firm in an advisory 
capacity. 

Carl Smith was formerly with Cali- 
fornia Casuals, Inc., of Los Angeles, for 
whom he has covered the entire United 
States during the last ten years. He 
will open a sales office for the L. B. 
Evans’ Son Co. in the near future. 

Mr. Smith will display his line at the 
Southwestern Shoe Travelers’ show, 
May 8 through 11, in Room 441 at the 
Hotel Baker. 
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Wohl Shoe Company Names 
Roessel as Sales Manager 


St. Lours—Executive Vice-President 
Milton Frank of Wohl Shoe Company 
has announced the appointment of 
Eugene J. (Gene) Roessel as sales man- 





EUGENE J. ROESSEL 


ager of the company’s wholesale division. 


In his new post Mr. Roessel, who has 
been the Wohl sales representative in 
Michigan since 1946, will direct the ac- 
tivities of the company’s nation-wide 
corps of wholesale salesmen. 

A native of Abilene, Tex., Mr. Roessel 
has been associated with Wohl Shoe 
Company since 1939, when he joined the 
firm as a merchandising man servicing 
Wohl Plan accounts in the wholesale di- 
vision. He joined the Army Air Forces 
in 1942; in 1944, he was wounded and 
captured by the German when the plane 
on which he was a bombardier was shot 
down over Yugoslavia. Reported killed 
in action, he recovered in a German 
prison hospital, was freed by the Ameri- 
can advance in 1945. 

Mr. Roesse] returned to the Wohl 
home office in St. Louis after the war, 
and in 1946 was given the Michigan ter- 
ritory with headquarters in Detroit. 





Officers Elected at Annual 
Meeting of ISMC 


CAMBRIDGE, Mass. — International 
Shoe Machine Corporation, of Cam- 
bridge, at the recent annual meeting, 
elected Stuart H. Armstrong a direc- 
tor. Mr. Armstrong is president and 
general manager of Wiley-Bickford- 
Sweet Corporation of Worcester. 


Officers re-elected were: Jacob S. 
Kamborian, president and treasurer; 
Thacher H. Fisk, vice-president and as- 
sistant treasurer; Charles W. O’Conor, 
vice-president in charge of sales and 
service; Willis L. Conn, controller; and 
W. S. Felton, clerk. Harold V. Daniels 
was elected a vice-president in charge 
of research. Other directors are all of 
the above and W. B. Mathewson, Philip 
M. Stearns, Frank J. Kelly and Alfred 
T. Donovan. 
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QUALITY SHOES 


SINCE 1932 


Wesell branded qual- 
ity shoes below current 
prices. Nationally 
known for surpluses 
from the nation's lead- 
ing manufacturers. 
Write us your needs. 








}? MK. WEIL SHOE CO. 





31215 Washington Ave. 
St. Lovis 3, Mo. 
While in Town See Weil 











Los Angeles Sample Room, 
1005 Haas Bldg. 
New York Sample Room, 
147 Duane St. 
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COWBOY BOOTS 
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© AUTHENTIC WESTERN LAST 
@ UNDERSLUNG HEELS 
© BONED SOLES 
@ SIZES 122-3 


$465 


eo Se 
sed quarter. 


Sizes 342-6 $5.35 
Terms 2/10 N/30 










Send for samples 
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FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 
Write for Bulletin BS-5 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 
185 No. Wabash Ave., Chicago 1, Ill. 








91 








Whee & 


Duy o, 


i i i ee i 


SANDALS 


a el le i ee i 





BEST SANDAL BUY 
All Elk Leather of Finest Quality with 
Heavy No-Mark Brown Rubber 
Seles and Heels. 








Colors: Brown — White 
— Red 


Sizes: ¥% @ $1.10 
8/2/11 @ $1.16 
11'/./2 @ $1.22 


a case 
Terms: 


ARLYNN SHOE CO. 


Net 30 Days—F.0.8. Pgh., Po. 


902 Fifth Ave. Pittsburgh 19, Pa. 
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BALLET SHOES 

















“AMERICA'S FINEST” 
Toe and Ballet Shoes 





ELVA 07 ww 
& SONS, Inc. New York 19 








WORK SHOES 








Men's Popular Priced Work Shoes 
and 
Men's Steel Toe Safety Shoes 


Union Made 
GOODWILL SHOE COMPANY 


Holliston, Massachusetts 











a 


MOCCASINS 


SEE, OF ee 





LADIES WHITE MOCCASINS 
@ GENUINE WHITE SMOOTH LEATHER 

@ WHITE ORTHOPEDIC RUBBER SOLES 
@ LEATHER LACES 


$74.80 


SIZES 4-9 
in STOCK 
Terms 2/10 N/30 
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ARNOFF SHOE COMPANY 
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S. L. Say Promoted 
By Mishawaka 


MISHAWAKA, IND.—The Mishawaka 
Rubber & Woolen Mfg. Co., of Misha- 
waka, announces the appointment of 
S. L. Say to the position of district sales 





S. L. SAY 


manager for the district including Mis- 
souri, Southern Illinois and Indiana, 
and parts of Kentucky and Ohio. 

Mr. Say has been with the company 
since 1945, having served first as a 
salesman in New Jersey and Eastern 
Pennsylvania and later as district sales 
supervisor. He will continue to reside 
in Mishawaka. 


Committees Named to Serve 
St. Louis Manufacturers 


St. Louts—The St. Louis Shoe Man- 
ufacturers Association has announced 
the formation of six major committees 
which will serve for a term of one 
year. These committees were appoint- 
ed by A. J. Brauer, Jr., president of 
the association. 


Fred J. Weber, Weber Shoe Com- 
pany, was appointed chairman of the 
Membership committee. Other mem- 
bers are Frank Freund, Roberts, John- 
son & Rand Shoe Company; and Sam 
Wolff, Wolff-Tober Shoe Mfg. Company. 

Appointed to the Publicity committee 
were Pau] Atkins, Winthrop Shoe 
Company, chairman; Harry Bennigson, 
Hamilton Shoe Company; Eugene R. 
Rison, Tober-Saifer Shoe Mfg. Com- 
pany; J. G. Jones, Jr., Rice-O’Neill 
Shoe Company; Ray Hunnius, Johnson, 
Stephens & Shinkle Shoe Company; 
Paul Johansen, Valley Shoe Corpora- 
tion; and Robert Stoltz, Brown Shoe 
Company. 

Other committees appointed were: 
School of Design—L. J. Schaefer, 
Naturalizer Division, Brown Shoe Com- 
pany, chairman; Hugh M. Crull, Inter- 
national Shoe Company; Lester V. 
Tober, Tober-Saifer Shoe Mfg. Com- 
pany; Walter Goerisch, Vitality Shoe 
Company; Archie Bregman, Monogram 
Footwear, Inc.; Jack I. Kaplan, Carmo 
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SHOE RETAILERS 


Te AHEAD! 
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specific shoe —— 3 eas 
from the entire retailing field for instant 
adaptation to his requirements. 


es , PAUL H. NYSTROM, Pro- 
fessor of Marketing, School of Business, 
Columbia University. 
Please remit with order. 
5% 28 40 Chpts. 
306 Pages 3.50 Postpaid 


BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 17, N. Y. 











Shos Mfg. Company; Morris Kalmon, 
Paramount Shoe Mfg. Company; and 
Philip Miller, Town and Country Shoes, 
Inc. 

Convention committee—James_ S. 
Legg, Moulton-Bartley, Inc., chairman; 
L. J. O’Neill, Sr., L. J. O’Neill Shoe 
Company; Ross S. Bachle, Endicott- 
Johnson Corporation; Frank Freund, 
Roberts, Johnson & Rand Shoe Com- 
pany; Jack A. Jacobs, Samuels Shoe 
Company; J. W. Howe, Johnson, Steph- 
ens & Shinkle Shoe Company; and Roy 
S. Harston, Life Stride Division, Brown 
Shoe Company. 

Credit committee—E. J. Hopkins, 
Peters Shoe Company, chairman; W. E. 
Tarlton, Brown Shoe Compony; and 
H. P. Newton, Johnson, Stephens & 
Shinkle Shoe Company. 

Program committee—F. J. Cornwell, 
Brown Shoe Company, chairman; L. K. 
Kane, Boyd-Welsh, Inc.; Harry B. 
Johansen, Johansen Brothers Shoe 
Company; and Julian G. Samuels, Jr., 
Samuels Shoe Company. 
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LEADING AGAIN IN PRICE & QUALITY 


MEN'S BROWN KID ROMEOS 
AT ONCE DELIVERY 


$265 


PER PAIR 
NET 10 DAYS 





No. 510 Leather Quarter Lining, Leather In- 
—_ Heavy Leather Outsole, Brown Rubber 


eiahe le A : $2.65 





839 N. Water St. 


Milwaukee 2, Wis 














Beaven Leaves Colonial 


BostoN—The Colonial Tanning Com- 
pany announces that Horace H. Beaven, 
of Nashville, Tenn., no longer repre- 
sents them in the Nashville and South- 
ern territory; until a new representa- 
tive is appointed, all business will be 
handled direct through the Boston office. 


To Make Platforms 


HAMPSTEAD, N. H. — Announcement 
was made recently that the Wendy Shoe 
Co. plant in West Hampstead, which 
had been closed for several months, has 
reopened for the manufacture of plat- 
forms for novelty shoes. Hand-sewn 
moccasins had previously been made. 
It was stated that the former owners 
would operate the plant, with Sol Black- 
man, who is associated with the Mary- 
Ann Shoe Co. in Haverhill, Mass., as 
president of the company. 








Buy Savings Bonds 











May 1, 1949 


Brown Shoe Salesman 
Granted Leave of Absence 


St. Louis.—R. B. Brown, general 
manager of the Buster Brown Division 
of Brown Shoe Company, has announced 
that veteran Buster Brown sales rep- 
resentative, E. M. (Mike) Sullivan 





E. M. SULLIVAN 


has asked for and been granted an 
extended leave of absence. Mr. Brown 
emphasized the long and_ successful 
career Mr. Sullivan has-enjoyed with 
Brown Shoe Company, and stated that 
his temporary departure will be a con- 
siderable loss to the company. 

Mr. Sullivan has been with Brown 
Shoe Company for thirty-six years, 
twenty of which he spent in the Cleve- 
land, Ohio, area. 

William Miller will take over Mr. 
Sullivan’s Cleveland territory. He has 
been selling Buster Brown shoes in the 
New Orleans and Mobile, Alabama 
area, and has been employed by Brown 
Shoe Company for the last ten years. 





Carroll Succeeds MacNally 
At Burk Bros. 


PHILADELPHIA—“Jim” MacNally will 
try to ease out of the leather business 
after April 30th but the habits of 53 
years are deep-rooted enough to make 
it tough. For over half a century, Jim 
has been affiliated with Burk Brothers, 
Philadelphia tanners, and has been 
sales manager since 1935 when Harry 
Burk died and left that post vacant. 

B. C. (Dixie) Carroll, formerly sales 
manager for R. H. Foederer Co., will 
succeed Mr. MacNally. On May Ist, 
he assumed sales direction and will 
call upon the trade with the tannery 
representatives for each territory. 

Following the transfer, for reasons 
of health, of Wm. F. Larkin as sales 
agent for the Ohio territory to the 
East, Burk Bros., has appointed “Bill” 
Grafe as representative in this impor- 
tant manufacturing area. Bill Grafe 
is one of the real veterans among 
leather buyers. Until two years ago, 
he had been leather man at U. S. Shoe 
Corporation, for a long time. 
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> BRANDED: Foor EAR 
FOR IMMEDIATE. DELIVERY. 


Always complete stocks of famous name 
quality footwear at lowest prices. Known 
from coast-to-coast as headquarters for 
cancellations, close-outs, jobs from 
America's leading factories. 


WRITE TODAY! WE 
CAN FILL YOUR NEEDS! 


MOSINGER-COHN 


1235 Washington Ave. St. Lowis, Mo. 
“Over A Quarter Century" Fine Footweor 
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© WHITE ELK 
LEATHER UPPERS 
© LEATHER SOLES $475 
© SILK TASSELS 
© STITCH DOWN Terme 
CONSTRUCTION 2/10 N/30 
© SIZES 4-9 pare Rol 
IAMEDIATE 
DELIVERY 


No. 3880 


ARNOFF SHOE cO.,INC., 101 Duane St.,N.Y.C 
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Wiel Douglas Shoe Co 
ces, 508-510 Marb 
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LADIES’ and MEN'S 
$ 5.25 


jo. 
2174 








© Goodyear weit 
® Ledies’ brown & 

brown & white, 4-9 
@ Men's brown, 6'/2-12 
© 8 Other styles in stock 


Send for catalog Terms: 2/10 N/30 
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AERO SHOES 
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A Jodphur that Sells on Sight 


The Justin AERO Shoe 


A proven fast-seller because it 
shows the quality of fine American 
craftsmanship. Favorite with 
fiyers for il years. Popular for 
sport and business wear. Lus- 
trous Brown Calf, full Calf 
lined, crimped vamps. Made 
by the famous Justin Boot- 
makers. Write for Catalog 
and Price List. 


H. J. JUSTIN & SON, INC. 
Box 548-K Fort Worth |, Texas 






Made in 
U.S.A. 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better fer Less 
BARIS SHOE CO.., Inc. 
WOrth 2-51860-1 


79-81 Reade St., New York 7, W. Y. 
Office, Haas Bidg., Los Angeles, Cal. 

















PRICE TICKETS 








PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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O. W. Minor Selling for 


L. J. O'Neill 


St. Lovis—O. W. (Bud) Minor has 
recently joined the sales force of L. J. 
O’Neill Shoe Company, St. Louis. He 
is covering Ohio, Indiana, Michigan, 





Oo. W. MINOR 


Kentucky, West Virginia and Western 
Pennsylvania. 

Mr. Minor is the son of E. H. (Larry) 
Minor who travels for Walker T. 
Dickerson Shoe Company and also op- 
erates retail businesses in Columbus 
and Dayton, Ohio. 

He formerly covered the Midwest ter- 
ritory for Reinhart, Inc., of Nicholas- 
ville, Kentucky. Prior to going on the 
road, Mr. Minor handled the credits 
and advertising in his father’s retail 
business. 





Backing Companies Perfect 


New Working Arrangement 


BROOKLYN, N. Y.—Announcements 
made recently by Acme Backing Cor- 
poration and Columbia Combining Co., 
Inc., both of Brooklyn, explained a new 
working arrangement between the two 
firms for future backing work in the 
shoe, handbag, leather goods and novel- 
ty trades in the Eastern part of the 
country. Acme’s affiliaje organization 
in St. Louis and Columbia’s unit in the 
same city, will continue as before to do 
full-scope service work for manufac- 
turers in the middle and far West. 

In the East, however, such work 
henceforth will be handled by the 
Columbia organization under the super- 
vision of Acme technical and sales 
staffs. This transfer of combining oper- 
ations from the Acme plant to that 
of Columbia allows the former to con- 
centrate on manufacturing products for 
the allied trades and also to expand 
coating and laminating service to other 
and more specialized fields, such as 
industrial packaging and military ser- 
vice needs. Acme’s presently used prod- 
ucts include backing cloth, lining stock, 
perforation material, metallic fabrics, 
and other specialties. New items are 
said to be beyond the planning stage. 
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The latest revised edition of 
| ETHE SHOE AND LEATHER 
LEXICON — the 14th — is 
available again! 
This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 
75c per copy, prepaid 


BOOT and SHOE 


100 East 42nd Street 
New York 17, N. Y. 


RECORDER 











To meet the consolidated business of 
present and new customers, Columbia 
Combining Co. has enlarged plant fa- 
cilities considerably. Newest types of 
equipment have been added to augment 
other recent, modern installations. 


Heads Gro-Cord Rubber Co. 


Of Canada 


TORONTO, ONT.—J. §S. McKindsey, 
formerly salesmanager of the Tillson- 
burg Shoe Co., Tillsonburg, Ont., has 
recently been appointed head of the 
Gro-Cord Rubber Company of Canada 
Ltd., which is a subsidiary of the Gro- 
Cord Rubber Company of Lima, Ohio. 


Beford Adds New Salesman 


Lititz, Pa—Jules Klenin of A. J. 
Beford Shoe, Inc., announces the addi- 
tion to his sales staff of Dick Spears, 
well known in the shoe industry through- 
out the eastern part of the country. Mr. 
Spears will carry the company’s full 
line of stitchdowns and prewelts. 
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SANDALS 
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“1.29 


Minimum packing 36 
pair. Mixed colors if 
desired. 












Sizes: 
Infants’ 4-8 
Child's 8!/2-12 
Misses’ 12!/2-3 


A truly amazing QUALITY san- | | 
dal, made in Brown, White and | | 
Red Elk with "No-Mark" Sport 
Sole for longer wear. 


WRITE FOR CATALOG AND SAMPiES 


DARLING SHOE CO. 


769 Grand St. Bklyn 11, N. Y. 














Bogutz Elected President 
Of Better Shoe Guild 


NEw YorkK—Albert H. Bogutz, pres- 
ident of Newton Elkin Shoe Co., was 
elected president of the Guild of Better 
Shoe Manufacturers at a meeting held 
recently. Mr. Bogutz, the first presi- 
dent of the Better Shoe Guild upon its 
formation in 1944, is a director of the 
National Shoe Manufacturers Associa- 
tion. He received a fashion award for 
design from the Philadelphia Art Mu- 
seum in October, 1947. 

John L. Jerro, of Jerro Bros., the 
treasurer of the Guild since 1944, was 
again re-elected to his post. The direc- 
tors are Louis Sachar, of M. Wolf Sons, 
Inc., the most recent president of the 
guild; Irving E. Grossmann, of I. Miller 
& Sons, Inc.; Benjamin D. Schwartz, of 
Schwartz & Benjamin, Inc.; Joseph 
Starr, of Mackey-Starr, Inc., and John 
Marino of John Marino, Inc. 


May i, 1949 


New Delmanette Line 


Introduced 


NEw YorK—The new Delmanette 
line of shoes was recently pre-viewed 
for the fashion press here at a luncheon 
at the Sherry-Netherland Hotel. Hosts 
of the occasion were executives of the 
two companies concerned, Delman as 
designer and Hamilton Shoe Co. as 
manufacturer and sales agent. Promo- 
tion of the new line will be directed, 
first, to the establishment of the brand 
name; second to the quaiity features 
of the shoes. 

In establishing the Delmanette name, 
a nationwide survey was made to ascer- 
tain the importance of the Delman 
name in his price field. As a result of 
this survey, makers of Delmanette feel 
convinced of a wide market, particu- 
larly since the price bracket of this new 
line, $13.00 to $19.95 is the favorite 
range of over 50 per cent of the vast 
magazine reading public which was 
polled. 

The Fall line which was previewed 
at this press showing includes many 
types and patterns from tailored to very 
dressy both closed and open on a range 
of heel heights on half-inch platform 
and thin soles. Fine and interesting 
detailings include appliqués, overlays, 
underlays, cutouts, bows and braided 
twists, and contrasting leather treat- 
ments and pipings. 


New Fall Lines Presented 
To Salesmen 


St. Lours—Queen Quality and Dor- 
othy Dodd salesmen met recently in 
St. Louis for their semi-annual sales 
conference. The highlight of their week 
of meetings occurred when the new Fall 
line was presented on the feet of liv- 
ing models. 

Several new lasts were introduced 
together with new patterns reflecting 
the Fall trend. Strong emphasis was 
piaced upon the fact that the standard 
of quality in both workmanship and 
material will be maintained in line with 
the consumer demand for quality in 
merchandise. 

R. E. Byrnes, who has covered one of 
the Western territories for many years, 
has retired, and is replaced by Gerald 
D. Scott. Mr. Scott has had broad ex- 
perience with International Shoe Com- 
pany in styling and selling. 

A new territory has been created, em- 
bracing in whole or in part, the states 
of Louisiana, Mississippi, Arkansas, 
Tennessee, Kentucky, Illinois, and Mis- 
souri. Warren F. Bailey has been ap- 
pointed to cover this territory. Mr. 
Bailey has been with company many 
years, assisting in the styling of the 
line, and traveling during a portion of 
this time in several territories. 


fk YES— Rush me new brochure, generous Infra- ' 
Chem test samples, and estimate data. All 

; without charge. ' 

j WANE POSITION - 

ar 3 £ 

| 4 

| AODRESS Ts-239 (ass) { 


NOW YOU CAN 


STOP 


COSTLY FADING 
— without hiding! 








GIVE 

YOUR WINDOWS 
THIS FAMOUS 
COMBINATION — 


RELER REL R RELL 





“SUN PROTECTION 


plus VISIBILITY” 
— WITH 


bnfia- Chem 


TRANSPARENT SHADES 


Never again need you take big losses 
on sun-damaged display merchan- 
dise...nor bother with awnings that 
can’t protect against reflected light, 
or canvas strips that hide your best 
advertising. Just install famous Infra- 
Chem Transparent Shades! This ex- 
clusive “miracle material’’ shuts out 
fading ultra-violet rays, yet keeps 
your windows attractively visible all 
day. Many other advantages, too! 
See why over 75,000 merchants now 
cut costs and boost sales the Infra- 
Chem way. Write for facts—TODAY! 


77773 


SAMPLES 


BROCHURE £ 
ESTIMATE 














RANSPARENT SHADE CO. 
501 N. Figueroc St., Dept. 165-E 
Los Angeles 12, California 
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SALESMEN WANTED 





SALESMEN WANTED 


SALESMEN WANTED 














THIS IS A PERMANENT AND LONG RANGE 
OPPORTUNITY ..... 


Several young men will be added to the Field Sales Organization of this top 
flight manufacturer of Rubber, Canvas and Casual Footwear during 1949. 
This is a trade marked line known to millions with National Consumer and 
retailer acceptance, backed by a powerful advertising and Sales Promo- 


tion program. 


If you are between 25 and 35 years of age, in good health, have retail foot- 
wear experience, own an automobile or in a position to buy one, and have a 
clean record that will bear the closest investigation .. . then, you may find 
this is the opportunity you have been looking for. 

Tell about yourself in your first letter. Write in confidence to 

Address Box 246, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 














SALESMAN 


Opportunity for Shoe Salesman with road experi- 
ence to represent Manufacturer of Nationally 
Advertised Line of Popularly Priced Women’s, 
Growing Girls’ and Casual Footwear. 


THE H. C. GODMAN COMPANY 
COLUMBUS 16, OHIO 











HEEL SALESMEN 


The maker of Genco Patented Shock 
Absorbing Heels, America's oldest 
manufacturer of wood fibre heels, 
has two openings in the midwest and 
eastern territories for men of proven 
ability. !f you know the shoe busi- 
ness and are selling volume manu- 
facturers of wedge heel shoes, here 
is an exceptional opportunity. All 
replies strictly confidential. 


GENCO HEEL CO., CUBA, MO. 











SALESMEN WANTED FOR FOLLOWING TERRITORIES 
Pp Penna.—New York State 


Comp 

Novelties, Casuals, Sports, and Arch Shoes. Na- 

tionally known, consistently advertised. Unusual 

opportunity. Write full particulars. 

Address Bex 142, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














EXPERIENCED SHOE SALESMEN 

WANTED to sell fast styled popular priced 
in-stock Line Women’s Fashion Footwear. Ter- 
ritories open: Iowa and Nebraska — Ohio — 
Western Pennsylvania and West Virginia. Line 
sold in these territories many years and w 
established. No objection to carrying non-con- 
flicting line with ours. When applying give 
record of shoe selling experience and age. Ad- 
dress #221, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


| 
} SALESMEN WANTED WHO CAN USE 


EXTRA COMMISSION by selling side line 
of CORONET Custom Shoe Polishes and 
Cleaners, to retail shoe trade. No Jobbers. 
Widest range of colors. Unusual Merchandis- 
ing Plan. All sales from territory credited to 
salesman. Several major territories now open. 
Write giving lines now carried and territory 
covered. CORONET POLISHES, Division, G. 
Barr & Company, 1130 W. 37th St., Chicago 9, 
Illinois. 


PRE-SCHOOL SANDALS AND SLIPPERS, 
sizes 5 to 12, Top Quality. Commission for 
experienced shoe salesmen. ALLAN SHOE 
MFG. CO., 611 W. Division, Chicago 10, Ill. 

ELL KNOWN SHOE FABRIC HOUSE 

open for West Coast representation, on Com- 
mission basis. Write giving full particulars. 
Address #264; care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


ALESMEN: ALL TERRITORIES OPEN; 

Opportunity to make extra money easily. 
Our in-stock Line of Men’s and Boys’ Slippers, 
retailing $4 and $5. Can give you substantial 
earnings. Short Line, well made, styled and 
priced right. Commission basis with monthly 
settlements. Write giving full particulars. Ad- 
dress #260, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


OWA AND NEBRASKA ARE OPEN for 

this well known trade-marked Line of Ju- 
venile Footwear. Can be carried with non- 
conflicting Line. Will help right man with a 
weekly draw. Address #259, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 


WISCONSIN AND MINNESOTA are open 
for well known trade-marked Line of Juve- 
nile Footwear, Stocked in Chicago. Can be 
carried with non-conflicting Line. Will help 
right man with a weekly draw. Address #274, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 























SIDE LINE SALESMAN WTD. 








SIDELINE SALESMEN 


To carry High Grade Line Barefoot San- 
dals in Misses’, Ladies’, and Men's. Some- 
thing new and different. Made of high- 
est quality Leather. 


Address Box 233, care BOOT & SHOE RECORDER 
100 East 42nd Street. New York 17, N. Y. 














**QNE-SHOE” LINE — Just one extra shoe 
in your bag—All Leather Summer Hua- 
rache Sandal for women and children. Leather 
Sole and Crepe Sole, to retail under $2.00. 
Delivery from stock—-Men wanted in all terri- 
tories. Address #269, care Boot & Shoe Re- 
_ 100 East 42nd Street, New York 17, 








CLASSIFIED ADVERTISING RATES 


‘The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 


vertising except for regular advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


i> Advertisements for this page must be in our New York Office 15 days preceding publication date “ey 
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SIDE LINE SALESMAN WTD. 


FOR SALE 


POSITION WANTED 








N-STOCK LINE OF INFANTS’, CHIL- 

DREN’S SHOES, Novelty Dress, Casuals 
and Sandals to retail $3 to $5, Pennsylvania, 
Ohio, New York City and New York State, 
Michigan. Address #263, care Boot & Shoe 
se 100 East 42nd Street, New York 17, 





FOR SALE 








SHOE SALON FOR SALE 


Reputed to be one of the outstand- 
ing and most unusual shoe salons in 
the country, located on famous 
Worth Avenue in Palm Beach, Fla. 
Excellent lease. 
Address Box 250, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














FOR SALE: LADIES’ VARIOUS TYPE 
WORN SHOES. Write: P. O. Box 89, 
Syracuse, New York. 








SHOE SALON 


IN THE HEART OF CHICAGO'S 
GOLD COAST 


Volume approximately $200,000; 
Air-Conditioned; beautifully fur- 
nished and appointed. Eight year 
lease at reasonable rental. 

A TERRIFIC BUY 


Address Bex 254, care BOOT & SHOE RECORDER 
209 Seuth State Street, Chicago 4, III. 











EXCLUSIVE HIGH GRADE WOMEN’S 
AND CHILDREN’S CORRECTIVE 
SHOE store, Nationally known Lines; Average 
$47,000 yearly volume. Percentage lease, in 
same favorable location 27 years. Thousands of 
customer records in a clean established busi- 
ness makes this your opportunity; Price $25,000. 
Write to: NEWMAN’S WILBUR COON 
SHOES, 1307 4th Avenue, Seattle 1, Washing- 
ton. 





FAMILY SHOE STORE FOR SALE, Mod- 
ern all glass front, in Western New York. 
Population 25,000; Long Lease; Nationally Ad- 
vertised Lines only. Partners disagree. Wel- 
come inquiry. Address #266, care Boot & Shoe 
ae a 100 East 42nd Street, New York 17, 





LADIES’, CHILDREN’S LEASED SHOE 
DEPARTMENT in Ready-to-Wear Store, 
100 miles from Kansas City. College town. 
Have operated 15 years. Address #257, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





AMILY SHOE DEPARTMENT in Ready- 

to-Wear Department Store, Central Massa- 
chusetts town of 10,000; large drawing popula- 
tion—advertised medium priced lines. Forced 
to sell due to illness. $8,500 complete. Address 
#256, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





16° ,000 PAIRS OF METATARSAL ARCH 
SUPPORTS, Men’s and Women’s, Finest 
Strap Leather, cushioned metatarsal. Fresh 
goods just purchased from bankrupt factory; 
Attractively boxed, a 25 retailer. Our price 
to retailers 18¢ per pair, or $18.00 per gross 
pairs. VOSBURG "FOOT APPLIANCE CO., 
117% East Sth Street, Austin, Texas. 


May |, 1949 





WeELL ESTABLISHED LADIES’ SHOE 
STORE, 100% location with large trade 
area in Northern New York; Nationally ad- 
vertised Lines. 15 thousand will handle. Ad- 
dress $272, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


For 5 SALE: MODERN SHOE STORE, 
Complete Stock and Furnishings, including 
X-Ray Fitter, and complete Shoe Repair Ma 
chinery. Can be profitably operated in present 
location or moved at will of buyer. Priced 
much below cost of replacement. FAMILY 
SHOE STORE, Paulding, Ohio. 











LINE WANTED 








ATTENTION SHOE MFRS. 


Do you need a real sales force in following 
territories? Eastern Penna. (incl. Phila.), 
Delaware and So. Jersey (incl. Trenton). If 
so, contact us. 





This is @ mew company ef two men with proven 
records of successful selling pest 25 ay 
in- 














SUCCESSFUL SALESMAN SEEKS NEW 
CONNECTION with Nationally known 
Manufacturer, for New York to North Caro- 
lina and Pennsylvania. Address $262, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. 

catch—Line Wanted 


CALIFORNIA REPRESENTATION “FOR 
MANUFACTURER'S LINE now available 
by former successful Shoe Retailer. Age 34; 
well dressed; understands shoe problems. Ex- 
cellent references. Address #258, care Boct & 
Shoe Recorder, 100 East 42nd Street, New 
Yate 17; N.Y: 

catch——For Sale 


CRACKERJACK SALESMAN, 18 YEARS’ 
EXPERIENCE ALL PHASES SHOE 
BUSINESS; Age 35; energetic, conscientious, 
good appearance; presently employed; Seeks 
non-conflicting sideline, or new connection with 
Manufacturer of Ladies’ and/or Children’s 
footwear. Exceptionally large following among 
Chain, Department and Retail Stores, Metro- 
politan area, New York State, Pennsylvania, 
New Jersey. Use own car. A-1 references. 
Address #271, care Boot & Shoe oe 
100 East 42nd Street, New York 17, N. Y¥ 














FOR RENT 


HOE DEPARTMENT FOR RENT in large 

Ohio Department Store. Would be inter- 
ested in leasing it out entirely, or consider a 
part ownership proposition with someone thor- 
oughly experienced in operating pooular priced 
Shoe Department. Address #261, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. 











FOR LEASE 


SHOE DEPARTMENT TO LEASE, ON 
PERCENTAGE BASIS, doing good busi- 
ness; A wonderful opportunity for a man who 
understands the Women’s and Children’s Shoe 
Business. Address #275, care Boot & Shoe 
ss 100 East 42nd Street, New York 
15. 2s oe 








YOUNG EXECUTIVE, PROMOTIONALLY 
MINDED, experienced in Advertising 
and Sales, desires permanent position 
with Shoe Manufacturer, Shoe 
Retailer, Advertising Agency, or 
Publication. 
Experienced in shoe advertising 
with National Manufacturer; Also 
Department Store retail 


advertising. 

Knows Shoe Production, Copy, Layout, 
Advertising Agency Relationship, 
Distribution, Dealer helps, etc. 
Should be valuable to some 
progressive organization. 


Address Bex 225, core BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, M. Y. 

















HOROUGHLY EXPERIENCED SHOE- 

MAN seeks position with reliable company; 
Fifteen years active retail Selling, Buying, 
Sales and Personal Management. Excellent 
New York contacts. 
& Shoe Recorder, 100 East 42nd Street, New 
Yosk 27, N.Y. 


ALESMAN: EXPERIENCE RETAIL, both 

Management and Sales, wishes Manufactur- 
er’s Line Shoes—Slippers, or Playshoes. Flexi- 
ble on territory. Willing to take line of merit 
on ‘commission basis. Address #268, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York i7; N.Y. 


TTENTION, CHAIN STORES: Special 

Shoe Window Trimmer and Display man, 
many years’ experience with all facilities to 
build any kind of Displays. Address #267, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 














HELP WANTED 








WANTED 


FACTORY SUPERINTENDENT WANTED 


for Nationally known brand of high- 
grade men’s welts. Factory located in 
the East. All replies will be held in 
strictest confidence. Answer by giving 
complete experience and age. Will 
pay $10,000 per year, plus bonus to 
the right man. 


Address 253, Core BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, W. Y. 














EW SHOE STORE OPENING IN 

ALLENTOWN, Manager for high grade 
Shoe Departmen:. State all particulars. Ad- 
dress #265, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 








Buy Savings Bonds 




















BUSINESS OPPORTUNITY 


WANTED TO PURCHASE 


WANTED TO PURCHASE 





AND DISTRIBU- 
BABY LEE 
Louis 8, 


ATIENTION: BUYERS 
TORS Baby Soft Sole Shoes 
SHOE CO., 3824 Olive Street, St. 
Mo. 





ATIENTION, BUYERS Soft Sole Baby 
Shoes, Felt and Leather—Plastic good for 
Exporters. care Boot & Shoe 
Recorder, 100 New York 
7, j 


Address #273, 
East 42nd Street, 


| 
| 
| 











Quality Shoes for Men, Women 
and Children 


Scrupulous Protection fe 


BARIS BUYS for CASH 
* 


Sur Name and Brand since 1932 


ARIS SHOE CO., 


New York 7, N. Y. 





Senet Term Leases Assumed 





Tel.: WOrth 2-5180 











WANTED TO PURCHASE 








WANTED TO PURCHASE 
FAMILY SHOE STORE 
Doing a volume about $100,000 yearly, pref- 
erably in New Jersey or Metropolitan area; 

but will consider elsewhere. 
Information will be held strictly confidential 
DAVID ABRAMOWITZ 
25 Pasadena Place, Mount Vernon, N. Y. 














ARCH TYPE SHOES FOR MEN, WOMEN 
AND CHILDREN. Close-outs or com- 
plete Stocks. Will ry top cash prices. 
STRAHL SHOE CO., Exporters and Import- 
ers, 1230 Fifth Avenue, San Diego, California. 








BOSTON OFFICE WILL BUY 


MEN'S AND CHILDREN'S SHOES FROM EASTERN 
FACTORIES AT BEST PRICES POSSIBLE. VERY LOW 
COST WILL SAVE YOU TIME AND MONEY FOR 
LIMITED NUMBER OF REPUTABLE WHOLESALERS 
ONLY. HIGHLY EXPERIENCED, NON-COMPETITIVE 
CLIENTELE. 

Address Box 255, care BOOT & a ee 

100 East 42nd Street, New Y 

















WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs" 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 











MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 


Discontinued stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 

















GET TOP VALUE 


In Selling Your 


e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 











WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quality Shoes for Men Women and 
Children. 

For Cash 
BROITMAN-GAFFIN SHOES, INC. 
147 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 








JOBS - CANCELLATIONS - CLOSE OUTS 

AND IRREGULARS FROM FACTORY 

SOURCES ONLY - FOR DETAILS WRITE 
P. O. BOX 805, 
SYRACUSE, N. Y. 








CRESS 
TOP casi PRICES 


, FOR CANCELLATIONS, 
ODDS & ENDS, CLOSEOUTS 
and COMPLETE STOCKS 


Quality Men's, Women’s 
and Children's Shoes Wanted. 


BRAND NAMES PROTECTED 
MOSINGER-COHN 

1235 Washington Ave. St. Louis, Mo. 

SET 





ST, 





3 





FO 

















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 














CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 








SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 
COrtlandt 7-6378-9 














Mrs. Appleby with Slater 

New YorK—J. & J. Slater announce 
the appointment of Mrs. Molly Apple- 
by to the position of director of pub- 
licity and promotion. Mrs. Appleby 
has previously held similar positions 
with Frank Bros. and Delman. 





MERCHANTS’ NEEDS 








Price ticket 
remains in 
desired posi- 
tion at all 
times. 

This is an ex- 
clusive pat- 
ented feature. 


$5 gross 


$2.75 
half gross 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 


for Price Tickets 








NEW ADJUSTABLE | 


Pony Cur 











98 














MERCHANTS’ NEEDS 








Mats >» Ydeas 


FOR YOUR 


NEWSPAPER, ADVERTISING. 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
A quarterly matrix service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 

-- 
2. Vincent Edwards Idea Clipping 


Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


VINCENT EDWARDS & CO. 
World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 











Boot and Shoe Recorder 

















MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











WINDOW REACHER —A SALES SAVER - 


Sturdy Construction, will last a life time. 


Overall length five feet. 

















Price 5-50 





Spot new merchandise in your windows in on instant's 
time. Save sales easily; try on any shoe and replece 
it without disturbing your reguler window trim. 


Floro Sales Saver Company, Room 700, 503 N. Twelfth Bivd., St. Louis 1, Missouri 
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Which is your 
Window? 





FADED display goods and fix- 
tures mean costly losses! 





UNSIGHTLY “‘blindfolds” lose 
sales—protect only halfway! 





WITH FAMOUS 


TRADE MARK 


TRANSPARENT SHADES 


WHY suffer from sunfading—or why 
hide your windows? Like 75,000 other 
merchants, you can enjoy both Sun 
Protection PLUS Visibility. Just install 
Infra-Chem Transparent Shades! 
* This exclusive “miracle shade” gives 
top-to-bottom protection—stops both 
direct and reflected fading rays as awn- 
ings alone can’t do. Never weather- 
beaten nor shabby either, for Infra- 
Chem fits INSIDE your windows. 
* For lower display costs and more 
sales, see all the Infra-Chem story. 
Mail this coupon or write—TODAY. 


FREE 


YES— Rush me new brochure, generous Infra- 
Chem test ples, ond estimate data. All 


SAMPLES 


BROCHURE 
ESTIMATE 

















without charge. | 
WAME POsivion - 
STORE WANE a 
TOTRESS 15-239 (ase) - 


RANSPARENT SHADE CGC. 
50! N. Figueroa St., Dept. 165-C 
Los Angeles 12, California 








Now... 
PROFITABLE 
Gout SHOE 


DEPARTMENT! 


Backed by America’s greatest golf 
shoe In-Stock t! 9 dif- 
ferent styles! Sizes 6-12, A-E (7666, 
6-14, A- ). 

All you do is show the samples! 
Take the orders! We carry thestock! 





Free Display Fixtures 
With your initial order you get 
FREE display material. All you do 
is display the shoes and take orders. 
You don’t have to tie up a lot of 
money in inventory — use we 
carry the stock for you. On receipt 
of your orders, we supply you di- 
rect from our stock! 





These Golf Shoes 
Scientifically Designed 


in 7 different IN-STOCK Styles! 

© Made by Charles A. Eaton Company, 
Brockton. Bootmakers Since 1876. 

9 different patterns! 

Distinctive styling! 

Plus 7 built-in extra-fitting features! 

Exclusive “Scots Guard” one-piece 

high welt! 

Giant-base Phillips removable spikes 

(with free Combination Shoe Horn 

and Spike Key}! 

Rubber “gasket” cushioning mid-soles 

— feet never feel spikes ! 

© Flext-Process soles and inner soles! 

Waterproof-vulcanized leather soles 

and sole seams. Water stays out — 

stay dry! 

Reinforced waterproofed sole stitchi 

duak...ubmies aciglitiog! 


MAIL THIS COUPON TODAY! 


CHARLES A. EATON COMPANY 
Brockton 64, Massachusetts 


Please send me all the details on 
Etonic’s *W eather-Sealed’’ Golf Shoes 


Store 





Buyer 





Address 


o 
] 
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GOLF SHOES; 


LIKE THESE | 


7102 Wine 


Oxe-FZr1ece high 
welling Wows oul 
\. weler Grills 


“Triple Weather-Sealed”* 18.95 refat! 


Here are the two greatest golf shoe values ever offered 


anywhere Fronic’s new “Triple Weather-Sealed”* 


Scots Guard” — with exclusive one-piece high welt, cush- 
ioning rubber “gasket” midsoles, and waterproof-tulcanized 
leather soles and sole seams —so water stays out... and in 


addition Etonic’s new 


- Douwb/e Weather-Sealed a 


golf shoes, with the same wate rproof-vulc anized leather soles 


and sole seams, and cushioning rubber “‘gas- S195 
: is 7 ’ 
ket” midsoles ~ at the amazingly low price of rerat! 


ETONIC 


i] 


JACK REDMOND 


International Trick Shot Golf | 
Star says — ‘The firse ame I 

played in the rain with a pair 

of these Etonic ‘Scots Guard’ 

Golf Shoes — was the first ime 

lever played a wet course 

without getting my feet wet. 

That shoe sure is a honey.” 


" Groove-your-Swing” 
Etonic Heel Comstruction 


To improve your swing, say 
famous professionals, keep 
your weight on your heels. 
That's why Eronic’s entire line 
of golf shoes are made with 
special extra-long, wide heels 
—to provide stable stance, 
help golfers groove their 
swing. 


MADE IN TFHE BOOTSHOP OF CHARLES A. EATON, BROCKTON, MASS. * Fine Bootmaker 





Boot and Shoe Recorder 
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Silka Snecle 


THE QUEEN OF SUEDES 





This smartly sculptured 
original depends on the rich texture 


and clinging softness of Silka Suede for its 





elegance. When you design a new look 
give it the luxury look of Colonial Silka Suede 
. and watch it become a leading fashion. 
Silka Suede comes in all fashion 


favored colors. 





COLONIAL TANNING COMPANY, INC. 


BOSTON 11, MASSACHUSETTS 
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Silka Suede 


THE QUEEN OF SUEDES 


This smartly sculptured 
original depends on the rich texture 


and clinging softness of Silka Suede for its 





elegance. When you design a new look 
give it the luxury look of Colonial Silka Suede 
... and watch it become a leading fashion. 
Silka Suede comes in all fashion 


favored colors. 








COLONIAL TANNING COMPANY, INC. 


BOSTON 11, MASSACHUSETTS 





KEEP THEM 


FROM KINDERGARTEN 
STRAIGHT THROUGH 
TO COLLEGE 





The GERBERICH comprehensive size run gets them off to an early 
start with a well balanced Youths 1212-3 size run and keeps them 
moving right down your alley with a strong line of styles in Boys’ I-6 
and Big Boys 61-11. 


The best way we can think of to build a strong men's department 
for the future is to keep these youngsters coming for a// their shoes 
year after year after year. Because GERBERICH styling and 
graduated last measurements go hand-in-hand with this progressive 
size structure, GERBERICH boy customers do just that. Each repeat 
sale makes stronger the bond of satisfaction between these boys and 
the GERBERICH dealers who sell them. 


Offices: New York, Marbridge Building, Room 405. 
cE C er Los Angeles, 219 West 7th Street, Haas Building, 


Room 919 © Phila:. Lafayette Building, Room 1025 


PAYNE SHOE C 6 MOUNT JOY, PENNSYLVANIA 








